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SPIRAL DASHER 


WASHES CLOTHES 


1/3 Cleaner . Wy Qasler 


Tests made in the world’s largest electrical 
testing laboratory prove that the Apex 
Spiral Dasher washes '3 cleaner, 4 faster. 
And increased sales of Apex dealers 
prove the wisdom of selling a washer that 
washes cleaner and faster. For month 
after month Apex washer sales have con- 
sistently shown a larger increase than 
those of the industry as a whole. Smart 
dealers are selling Apex ... the washer 
that washes cleaner, washes faster. 


APEX ROTAREX CORPORATION 


Manufacturers of Cleaners, Washers, Ironers 
CLEVELAND, OHIO 








In Canada: CANADIAN RADIO CORPORATION, LTD, Toronto, Ont 


f *SPIRAL DASHER PROTECTED BY APEX PATENTS 
Herel Lhe MNeG4s4tnH 


why the Apex YU PERFORATIONS SZCLEANING RIDGES SS SPREADER CUPS 


On each forward and reverse move- On each stroke of the Spiral Dasher, Spreader cups at bottom and top o 


ment of the Spiral Dasher, water rushes the numerous ridges gently rub the vanes move the clothes outwar¢ 





through the perforations, drawing clothes, tlexing them, opening the opening and spreading garments 
clothes to the cleansing vanes. weave and forcing out the dirt. Prevents bunching and tangling 
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The 
Merchandising Month 


Fewer Models and Profits 


T costs less to manufacture and 

costs less to sell six models of an 

appliance than twelve, or four mod- 
els than eight. And if the number of 
types and sizes of washers, ranges, 
water heaters and refrigerators were 
reduced, the whole trade could make 
more money. 

This is obvious, but the question is 
whether or not the retail trade insists 
on the present great variety in which 
appliances are offered. Also whether 
the public desires so wide a choice. 
This trade question prompted the in- 
vestigation reviewed on the pages 
following. 

The answer comes from a broadly 
geographical sample of appliance retail- 
ers. A majority of the sample are 
decidedly of the opinion that present 
lines can profitably be reduced. The 
reason is plain: Retailers are up 
against it for profit. Controllers’ Con- 
gress of the National Retail Dry 
Goods Association reports that appli- 
ance departments in department stores 
lost 10 per cent last year. We have 
no figures from other groups of re- 
tailers, but we do know that many 
appliance dealers are going out of 
business; and that many salesman are 
deserting the field of appliance selling. 

This matter of model variety in 
appliances is for the manufacturers 
alone to solve. The retail trade be- 
lieves it would provide savings in 
operation. And, when margins can- 


not be increased or volume greatly 
expanded, then economies to cut oper- 
ating cost alone will produce the neces- 
sary profit. 


Service and Profits 


| seems clear to the editors of 

Electrical Merchandising that the 
dealer has a real opportunity for profit 
in operating a service department. 
Not only is there a direct profit in serv- 
icing appliances, but service can build 
a customer relationship which will 
produce sales of new merchandise at 
low sales cost. 

Furthermore, the service field is 
ever expanding. Every time we sell 
another million appliances we have put 
into use just so many products that 
will have to be kept in use by servic- 
ing. Also, the service field is one 
which the large competing outlets—de- 
partment and chain stores—do not as 
a rule want to bother with, which 
leaves the door wide open to the dealer. 

This is one reason why Electrical 
Merchandising next month is going to 
devote a number of its editorial pages 
to a full report on all phases of the 
service business. For service, again, 
provides the dealer with the means to 
carry his fixed expense and earn a 
living profit without much reference 
to whether manufacturers increase or 
shorten their lines or whether distribu- 
tors do or do not extend courtesy 
discounts. 





Discounts and Profits 


NE reason frequently cited by 

retailers for. their dwindling 
profits is courtesy discounts. This is 
an old abuse. One which this maga- 
zine has been fulminating against for 
the last fifteen years, but little has been 
done to correct it. 

Just a year ago we published an 
account of the policy adopted by one 
leading manufacturer who undertook 
to restrict this practice as far as was 
possible. So far, no other manufac- 
turer has made a similar statement of 
policy, and yet we are certain that all 
appliance manufacturers are against 
the practice and would like to see it 
stopped. What they and the trade are 
up against is a situation where appli- 
ance distribution and supply business 
are so tied together that it is well nigh 
impossible for a jobber to refuse a 
discount to an important customer. 

The crying shame, of course, is that 
most of the people that get these dis- 
counts can well afford to pay full 
prices, but it is just these people that 
have the pull. 

It is no use, however, blaming the 
whole thing on the distributors. The 
study of courtesy discounts published 
in Harvard Business Review and re- 
printed on this page in May Electrical 
Merchandising showed that regular re- 
tailers made 36 per cent of the sales 
at discount reported in that particular 
study. Retailers have a house of their 
own to clean in this matter. 
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‘ twenty-eight 
hundred and forty 


(1 SS) put T 

three (143) elect al ippliance 
deal wh inswe 1 our recent 
questionnaire concerning the advisa 
bility of reducing models and sizes 


yf refrigerators and other appliances 


I 
According to statisticians this is a 


sufficient percentage of the total sales 


to reflect a true picture of the indus 


ry It represents enough contacts 

with the public to show what the con 

sumer thinks—when and if he does 
Perhaps ght be well to give 


‘re how the appliance dealers divide 


1 { 
is to their principal lines of business 


Naturally the replies parallel the num- 


yer of questionnaires sent to each type 
f seller. Using round figures in per- 
centages of the one hundred and forty 
three dealers they line up as follows 
Electrical Appliance Dealers 36% 
Utilities 24 
Furniture Stores 16 
Department Stores 9 
Hardware Stores 9 
Miscellaneous 6 
The one undred and forty-three 
lealer divided as ibove a operate 


three hundred and three 


so that we hav 


etail outlets, 


e a quite sizeable num 


ber of stores. Checking their locations 
we find every state in the union repre- 
sented by repli 5 from one or more 
‘ities in each. Thus we also have a 
good geographic cross section of the 


yuntry and what appliance sellers 


think of reducing models and sizes 
We believe the scope of the survey, 

as indicated above, to be sufficient to 

reflect the sentiment of appliance 


+24 
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from the charts and other informa- 
ion trom retailers of appliances 
Now, we'd like to call the class 
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‘Trade Survey 
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Shorter 


The second in a sertes of articles on 


INes 


trade practices that affect profits 


By E 


clarified, which 
as we go along. Where 


need to be 


done 


replies 
will be 


desirable we will break down the 
figures according to type of outlet, 
but if this would add little to the 


value of the facts, we will merely give 

the totals. 
Now for the questions: 

QUESTION |. What is your approximate 

annual dollar volume in electric refrigeration? 


128 dealers answering this question 
indicated that their electric refrigera- 
tor business is handled through a total 
of 303 stores. 

These 303 outlets do a total annual 
electric refrigerator business of 
$6,349,950. The average outlet of this 
group, therefore, has annual sales of 
$20,957 in electric refrigerators. 

3y types of business, this total was 
divided as follows: 


YEAR'S ELECTRIC REFRIGERATOR VOLUME 





Total “Average” 

Volume Store 
Electrical Dealers $945,600 $18,912 
Department Stores 536,000 48,727 
Hardware Stores 133,250 11,105 
Utility Stores 4,166,500 20,729 
Furniture Stores ‘382,100 18,195 
Miscellaneous Stores 186,500 23,313 
$6,349,950 $20,957 
Manufacturers and distributors 


studying these figures as to desira- 
bility of type of outlet will find the 
average sales per dealer enlightening. 


While the department store average 
is twice that of the next highest figure, 
it must be remembered that the prob- 
able outlets in the department store 
field will never approach those of 
electrical dealers and utility stores. 
The latter two can do a satisfactory 
business in very smal! towns and 
cities. The department store, as such, 
cannot exist unless the trading area 
is sufficient to support the multiple 
department operation. There are about 
two thousand department stores in 
America which could sell major ap- 
pliances successfully. These will be 
found in about half that number of 
cities. Department stores offer larger 
sales per dealer because of location, 
while the other types of sellers offer 
more dealers with less average annual 
volume. Usually a combination is 
most desirable. 


QUESTION 2. How many lines or makes of 
electric refrigerators do you stock? 


The answer to this one must be 
studied and analyzed with care or the 
conclusion will be most misleading. 
Note, we do not ask how many makes 
are carried, but how many are stocked. 
Also a dealer might stock only one 
model and size and still be counted as 
stocking the particular make. This is 
somewhat clarified in the next ques- 
tion. 

It is not surprising to find over 
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sixty-four per cent of the one hundred 
and forty-two dealers stocking only 
one make and just over twenty-seven 
stocking two. 

We are publishing just the sum- 
mary of the answers to this question. 


Breaking it down according to 
types of dealers shows such small 
variation of percentage as to afford 


little additional information. 

Out of 143 dealers responding to 
the questionnaire, 142 specified the 
number of electric refrigerator lines 
stocked as follows: 


No. Dealers 

Dealers % of 142 

One Line 92 64.79% 
Two Lines 39 27.47 
Three Lines 7 4.93 
Four Lines 2 1.41 
Five Lines 1 -70 
Six Lines 1 -70 

Total 142 = 100.00% 

The average number of makes 


stocked is one point forty-eight lines 


QUESTION 3. How many models and sizes 
do you show samples that you do not carry 
in stock? 


Those of you who crossed your 
fingers at the answer to question num 
ber three can now uncross and “un- 
lax”. We say this because we know 
many are confusing “stocking” and 
“carrying.” 

Any man in the appliance field who 
contacts sellers soon becomes con- 
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con- 


Electrical 


Nan! 
Veadlers 


Department 
Stores 


vinced they carry trom three 
teen makes. As a 
have before us an advertisement from 
the New York 
lealer shows exactly fourteen brands 
doesn’t 


» Tour 
matter of fact we 


Times, in which a big 


million to one shot he 
stock all of them. 
The following facts prove the aver- 


It’s a 


ige dealer carries almost four models 
ind three and a half 
not stock. 

Putting it another way—including 
stock and samples—Mr. Typical Seller 
probably shows on his floor four to 
five different makes and so far as 
John Public is concerned he’d think 
the retailer stocked all of them. 

58 dealers—of the 143 dealers par- 
ticipating in the survey—indicated the 
number of models carried as samples. 


sizes he de eS 


57 dealers—of the 143 dealers—in- 
licated the number of included 
the sample stock. 


sizes 


NUMBER OF SAMPLE MODELS CARRIED 





Dris. Carrying Sample Models 
No. % of No. Avg. 
Dirs. Total Mode's Dir. 
52 Elec. Dealers 23 44.23% 127 5.52 
35 Utilities 12 34.28 30 =. 2.50 
12 Department 
Stores 4 36.36 8 2.00 
12 Hardware 
Dealers 6 50.00 20 83.33 
23 Furniture 9 39.13 30 3.33 
9 Miscellaneous 4 44.44 9 2.25 
43 Dealers 58 40.56% 224 3.86 
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Hardware 
Stores 


Furniture 





whiela-t- 


NUMBER OF SAMPLES CARRIED—BY SIZES 





Dris. Carrying No. by 
No. % of No. Avg. 
Dirs. Total in Sizes Dir. 
52 Elec. Deaiers. 20 38.46% 90 4.50 
35 Utilities 13. 37.14 37 2.85 

12 Department 
Stores 4 36.36 14 3.50 

12 Hardware 

Dealers 7 58.33 17. 2.43 
23 Furniture 9 39.13 22 2.44 
9 Miscellaneous 4 44.44 13 4.25 
143 Dealers 57 39.86% 193 3.39 


QUESTION 4. How does your refrigerator 
business divide in sizes and models, in per- 
centage of total volume? 


With one hundred and thirty-nine 
what 
sidered as a true picture of just how 
electric refrigerators are sold as to 
size. 

But we double checked this against 
the manufacturers and find 
the results surprisingly close except 
below 5 cu. ft. where percentages 
were 17.5% by maker and 11.03% by 
dealer. This difference is undoubtedly 
accounted for by sales by distributors 
for apartment houses, etc. 

We think this chart 
clusively the 7 to 7.9 cu. ft. 
could be True the per- 
the 7 cu. ft. size 
than the 8 cu. ft. 
We believe this to be the result of a 
lower price rather than size desired. 


answers we get can be con- 


sales of 


shows con- 
size 
eliminated. 
centage of sales in 


is slightly more 


1939 


Answering the question: 
Do you feel that a re- 
duction of sizes and 
models in refrigerators 
and other appliances 
would make for a more 
profitable operation? 
81.74 per cent said yes. 
Chart shows total and 
by classes of retailers. 
See question 7, page 4. 


lf 7 cu. ft. sizes were discontinued, 
most of the sales in this classification 
would go to 8 cu. ft., and the per- 
centage of refrigerators sold in this 
group to total should jump to around 


14%. This size line then would be in 
balance, which is not true as now 
shown. 


The following is a summary. 


REFRIGERATOR SALES DIVIDED BY SIZES. 


139 Dirs. 

Below 5 cu.ft. 11.03% 
5 to 5.99 cu.ft. 27.50 
6 to 6.99 cu.ft. 46.92 
7 to 7.99 cu.ft. 7.87 
8 cu.ft. & over 6.68 
100% 

SIZES AS SOLD BY MANUFACTURERS 

For comparison purposes we are 

giving below a breakdown of 1938 


electric refrigerator sales by sizes of 
boxes, as reported by manufacturers 





to the National Electrical Manufac- 

turers Association: 

MANUFACTURERS’ SALES IN 1938—BY 

SIZES OF BOXES 

Below 5 cu.ft. 17.3% 

5 to 5.99 cu.ft. 23.2 

6 to 6.99 cu.ft. 43.9 

7 to 7.99 cu.ft. 9.7 

8 cu.ft. and over 5.9 
Total 100% 


REFRIGERATOR SALES DIVIDED BY 
MODEL 


The answers to the second half of 
Question 4 may be a surpr and 
can well result in a totally wrong 
conclusion. The sale of the so called 
“leaders” and “specials” is way below 
what one would expect. But, remem- 
ber these numbers were made more 
for competition than for a low price 

Dealers report that they did not 
competitive refrigerators and 
since the mark-up was less in most 
cases no real effort was made to pro- 


meet 


mote these leaders. Given a truly 
competitive “box” this 16% figure 
would show a decided increase. 


REFRIGERATOR VOLUME, BY TYPE OF 


MODEL. 132 DEALERS ANSWERED THIS 
" ONE. 

132 Dirs. 

Leaders (Such as Special Six) 16.68% 
Low Priced Models 19.84 
Medium Priced 40.99 
Deluxe Models 22.49 

100% 


QUESTION 5. Does the necessity for carry- 
ing a large variety of refrigerator models 
and sizes increase your costs in the following 
items—Sales, advertising, storage and occu- 
pancy? 

One hundred out of one hundred 
and forty-three dealers answered this 
rather difficult question. This would 
indicate that many more sellers than 
would expect to keep accurate 
records as to unit cost of selling, ad- 
vertising, etc. 

We cannot develop high blood pres- 
sure over the 69% 


one 


“increase costs” in 
storage with average stock, as shown 
in a previous chart, at less than seven 
per dealer. However there is no ques- 
tion but that for those who really 
stock refrigerators there is a large 
increased cost with present day num- 


ber of sizes and models. 
Basing the above information on 
the number of dealers supplying the 


the number 
mentioned, 


than 
was 


rather 
each item 
following: 


information, 
of times 


gives the 


100 DEALERS 


Sales costs 58.00% 
Advertising costs 34.00 
Storage costs 69.00 
Occupancy costs 64.00 


QUESTION 6. Please give below the number 
of models you feel it necessary fo stock in 
sizes. 


Ninety dealers gave their estimate 
of the number refrigerator 
necessary to have in stock. 

( Please 


$1Zes 


turn to next 


page) 
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N “ e ¢ nates parallel QUESTION 7. Do you feel that a reduction who try to divide them into 3 classes. We believe about 4 model (sizes he = an 
the sales by sizes in question eight. of sizes ond models in refrigerators and Two is plenty. means) refrigerators are plenty. iffere 

, te the average for the 90 other appliances would make for a more yn wi 
dealers calls for less than one seven profitable eperetion? vee nits “ef : sale. 
and one eight cu. ft. Again showing There were 115 dealers who an- Five models all that is needed by Absolutely and positively. There is tolerat 
the need f combining the sizes swered question number 7. The result @ successful operation in refrigera- "0 excuse for so damn many numbers —. * 
rr by « lating the seven. Then js really only giving in concrete form tors 4, 5, 6, 8 and 12 cu. ft. Do away —look to the large chain stores. dealer 
stock w eference to e would be what all charts and statistics up to with 3s standard and deluxe. Give us * @ & omere 
in bala ust as in sales to sizes. this point have indicated. one line—priced right. Two washer— ee self v 

The following 1 breakdown of Perhaps the comments on this ques- 2 Tanges—all that is needed. in all electrical appliances. Makes If he 
reirigerator sizes as necessary to keep tion are more enlightening than the a ae a stock hard to keep up and expensive down 
in stock figures so we will quote a number. ' - to merchandise. pe a 

Cut out the deluxe and the “so- delays 
NUMBER OF REFRIGERATORS NECESSARY REDUCTION IN SIZES called” specials and put out one good ‘+ * * heavy 
TO STOCK IN SIZES ae ee ee an re What Yes. I think if there could be a 
Average Dir. (Based on 90) ee n33 ae ae in tools alone! 10 to 20% reduction in sizes and In 
Below 5 cu.ft 1.14 Utilities 100.00 — 100 * * * models it would make for more profit- 8 cu. 
5 to 5.99 cu.ft. 2.09 Department Stores 91.67 8.33 100 7 , able operation. porcel 
6 to 6.99 cu.ft 2.76 Hardware Stores 70.00 30.00 100 Yes. Would enable dealer to lower tial v 
7 to 7.99 cu.ft .73 Furniture Stores 83.33 16.67 100 his inventory and do an intensified - - § pictur 
8 cu.ft. and over _& Misceiianeous Dirs. 66.67 33.33 100 selling job on fewer models and sizes. Veo We Seal that tue 5 & wcdite I 
fueseas Ole 71.64 81.74% 18.26% 100% When a dealer can balance his stock three 6 ft. models and one 8 ft. model . 
he can increase turnover, rrofit and would suffice. Tw 
reduce mark-dewns. enoug 
* * * in thi 
thes Mes We feel that 2 models are sufficient lain | 
Yes. We believe that simplicity is in any line. Sizes—3 in each would ments 
very important as far as future sales cover all our requirements. This delux: 
of refrigerators are concerned. \Ve would reduce our costs and increase make 
believe that probably two models in profits. prosp 
‘ ° three sizes—one deluxe model and ea brack 
(CCom men ts from Retailers one lower priced model in five, six If we have a 5 ft., 6 ft., and 8 ft. Ss 
and eight ft. sizes—would make it refrigerator that is in the bracket we Ph: 
easier to sell electric refrigerators. sell in. Size should always be talked be en 
ao @ up for profit and the good of the cus- wouk 
tomer. It would be a good idea, I custot 
HE quantity and quality of the Next month we will publish a number I think the models should be cut to think to have a standard box at a 
comments on “Shorter Lines— _ of very interesting letters from leaders not more than 5 sizes with a special price competing with low-bracket A 
Longer Profits” published in our of the major appliance field. Now size and price to the customer in  pealers, as it will help us build up a sized 
June issue were as much a surprise for the comments. lower income bracket. lot of sales to better boxes that have class 
to us as was the amazing fight put up ** * - i: more quality. There could be a lot of be en 
by Two-Ton Tony Galento against ; : , : electric ranges sold in the $100 er’s i 
Joe Louis to the fight experts ( ertainly do. Believe surely that in There are quite a few models that bracket with plenty of quality built senta 

Usually busy retailers do not take building a refrigerator, five models could be cut out as far as we are CON- into the range. , : the c 
time for comments when returning a (think he means sizes) are enough. cerned because we have built our cide ; 
questionnaire. But, in this case many see business around approximately four : = ee 
even sharpened their pencils so as to : models and so far have encountered Why offer more than one model in 
get more words in the space left for Yes. I feel that there is a definite very little difficulty due to that fact. a4cu. ft.? It is true that there surely Mo 
comments market for 4, 5, 6 and 8 cu. ft. sizes- three 

We can publish but a very smal] but models should be reduced and I comp 
percentage what appliance sellers feel certain will not be harmful to woul 
have to say. We have picked those volume. 
that appear representative of the Miata : 
thinking of the entire group. They Reduction in number of sizes and Ww 
come from every section of the coun- models would make for more profit- cu. 
try and are from all types of dealers. able operation. It would reduce ad- 

If ever a high common denominator vertising and sales costs, investment Re 
of interest in an industry were found, costs, and a confusion of buyers both Refri 
apparently ELectrIcCAL MERCHANDIS wholesale and retail. buyet 
ING has discovered it in this question ae a age ¢ 
of tewer models and fewer sizes in Uhre 
major appliances No. Do not change sizes or models. bee 

If there was any doubt about this We need at least 4, 5, 6, and 8 cu. ft. featu 
when reading the charts and figures Standard and Deluxe. vell 
on the preceeding pages it cannot ee 2 tep- 
help but be changed to certainty with \ low-priced and DeLuxe re- nly, 
what the dealers have to SAY on the frigerator is all that is necessary. voul 
subject ' \bout four models each of ranges von 

As one major appliance manufac- and washers. nind 
turer said to us, “The figures are in- luce 
teresting but what I want to see are . 3s 8 lue 
the comments of your readers.” Well Yes. I think there is room to cut Refrigerator sales by types of model—reported by 132 re- vare 
here are two pages of typical ones. down. Especially in manufacturers tailers contributing to this survey. See question 4, page 3. i Vol 
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zes he 3 an application for every model 
y ffered, but why stock merchandise 


m which there is only an occasional 


sale. No syndicate operation will 
nere is tolerate slow moving stock, nor can 
ambers any retailer afford to do so. The 
°S. dealer who stocks an entire line as 
offered by the manufacturer finds him- 
self with models that do not move. 
models ; : - 
Sinfecs If he is wise enough, he marks them 


lown and take loss immediately: but 
he generally is hesitant to do so, and 
delays the cut until his loss is really 


pensive 








heavy. 

be a - * ~ 

‘s and In our territory the 4, 5, 6, 7, and 

profit- 8 cu. ft. enamel and the 6, 7 and 8 
porcelain with proper price differen- 
tial would be a perfectly satisfactory 
picture. 

models * * 

_ model : : me : ' 

Two lines of refrigerator cabinets is 
enough, with possibly a special “6” as 
in this year’s line. We favor a porce- 

fficient lain line with all the new appoint- 
would ments and a line of cabinets with 
This deluxe finish—-less enough gadgets to 
crease make the price within reach of these 
prospects in the lower income 
brackets. 
d 8 ft. Bee 
eet we Three sizes of refrigerators should 
talked be enough. 5 ft., 7 ft. and 11 ft. We 
ss Gant would make more profit and satisfy 
dea, I customers 
cata  * 
racket A short line comprising popular 
lupa sized boxes in truly competitive price 
t have class and a line of deluxe boxes should 
lot of be enough and would reduce the deal- 
$100 er’s investment to carry a full repre- 
built sentation and also the confusion in 
the customer’s mind in trying to de- 
cide as to their needs. 
del in 7. = 
surely Most refrigerators are made in 
three models, Deluxe, standard and 
competitive. Two models, we feel, 
would lesson confusion in buying. 
* 7 * 

We need only three sizes—4, 6 and 
8 cu. ft. 

” * * 

Reduce the number of models in 
Refrigeration. Less confusion in 
buyer’s mind. Cut inventory and stor- 
age cost. Less chance of obsolescence. 
[Three models of electric ranges would 
be sufficient. All three to have basic 
features such as 5 heat switches, deep 
vell cooker, base type cabinets. Price 
tep-up to include additional features 
mly, not different designing. This 
vould break down sales resistance by 
voiding indecision in customers’ 
ninds as to which model to buy. Re- 
luce inventories, save mark downs, 
lue to obsolescence, save on cost of 
varehousing so vitally necessary to 
i volume of electric range sales. 

ISING 
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Ranges have only 3 types of buyers: 
the lower income bracket, $1000 a year 
or less—medium class, $1200 to $2400 
per year,—third class—over the $2400 
a year. So there is no need of more 
than 3 to 4 models. 

* - * 
I think we should have a range that 


is a quality product and list at $100 
or less. I don’t mean a stripped range. 


* * * 


Sizes would be 4, 6, 8 cu. ft. models. 
Two low-priced and one high-priced. 


* * * 


In addition to the number 12, I 
would say that three or possibly four 
sizes are all that 
are necessary for 
the domestic line. 
There is such a 
small difference 
between a_ three 
and a four or five 
and a six that it 
seems needless ex- 
pense to stock 
these models, and 
to manufacture 
them. I would 
suggest that the 
sizes be four, six 
and eight with, 
possibly, a ten for 
large residences. 


REDUCTION OF MODELS WOULD DE- 
CREASE COSTS OF DOING BUSINESS. 


As to models, I 
that two 
are sufficient. One 
model of a neces- 
sity low - priced 
with the bare es- 
sentials of a re- 
frigerator and 
the other with all the gadgets that 
gladden the heart of a woman. 


believe 


5, page 3. 


* x * 


Believe that fewer models, fewer 
sizes and fewer price lines would en- 
able dealer to do a better selling job 
on all lines of electrical merchandise. 
This would also enable manufacturers 
to go into mass production on fewer 
models and sizes, reduce costs and 
selling prices to the customer. This in 
turn should bring increased sales and 
profits for manufacturers, distributors 
and retailers. 

” * * 


It seems to us that the whole in- 
dustry would profit by a simplification 
of both models and lines. The vast 
majority of the business is done on 6 
and 8 cu. ft. refrigerators and there 
is at least some merit and a lot less 
headaches for the dealers in the idea 
that two deluxe models in 6 and 8 
cu. ft. and two standard models in 
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STORAGE COSTS 





69 out of 100 retailers report that stor- 
age costs are increased by large number 
of models handled; sales costs—adver- 
tising costs and occupancy costs all in- 
creased as shown on chart—see question 


6 and 8 ft. would cover most of the 
market. Anything bigger or smaller, 
particularly for the small town and 
rural market could be handled as 
specials. In cities, perhaps, one 
smaller model could be handled for 
apartment houses. 
* * * 

The sizes in the line which we are 
handling were reduced this year by 
the elimination of the 7 cu. ft. size. 
The apparent effect has been to in- 
crease the relative number of sales 
of the six and eight cubic foot sizes, 
the greatest relative increase being for 
the 6 cu. ft. 


: =» & 
The refrigerator manufacturers 
should be able to 
supply refrigera- 


tors as simple as 
possible and if the 
customer wants a 
deluxe box, be 
able to put on the 
extras in the field. 
There are too 
many different 
models to choose 
from. What the 
buying public 
wants is refriger- 
ation at low cost 
without a lot of 
fancy gadgets. 


Some washer 
manufacturers 
change models so 
rapidly that the 
retail trade can- 
not keep up. 


* * * 


What the public wants is a washer 
that is moderately priced without 
fancy gadgets and that does not con- 
tain any pot metal nor pressed steel 
gears to give trouble. We are not 
interested in handling low-priced 
“junk”. 

* * * 

It is our belief that a simplified line 
of appliances is as important in elec- 
tric range selling as in refrigerator 
selling. If the modern electric range 
could be simplified by the elimination 
of many of the gadgets which are now 
incorporated into the switch board, 
the price could be lowered and still 
leave a good profit for the dealer as 
well as the manufacturer. In our 
particular operation we have a sat- 
uration of about 34% for electric 
cooking and find today that the 
demand is for cooking utility rather 
than for fancy ranges. 

* * * 
We believe there is need for 5, 6, 


7, and 8 cu. ft. refrigerators—the 4 


is not important in retail selling— 
and models above 8 with us are 
limited. 


” - * 

Believe four sizes would cover most 
household needs—namely, 4, 5, 6, and 
8 cu. ft. Should be made in 2 models 
only, plus 1 Super DeLuxe model in 
sizes of 8, 11, and 15 cu. ft. Concen- 
tration should lower manufacturing 
cost which should produce lower con- 
sumer prices and a larger margin for 


Dealers. Believe refrigeration of all 
standard brands is much too high 
priced. Am looking forward to the 


day when we can offer delux equipped 
models to the consumer for about 
$125. Then refrigeration will enter 
the homes of the lower income group 
in a big way. 

* * * 


Standard 4 and 6—DeLuxe 4, 5, 6, 
and 8. 

* *” * 

Needed—a 4’cu. ft. box, a 5 cu. ft. 
box and a 6 cu. ft. box (option— 
either porcelain or deluxe.) Needed— 
an 8 cu. ft. box and a 12 cu. ft. box 
(Porcelain and deluxe equipment 
only. ) 

7 * * 


On 4, 5, and 6 standard equipment 
would include only the bare necessi- 
ties, light, stationary shelves, trays 
and release arrangements. 


* * &* 
Eliminate the 7 cu. ft. models. 


* * * 


It certainly will require the com- 
plete cooperation of at least 95% of 
the manufacturers, and I would rec- 
ommend under such circumstances 
only, that refrigerators be made in 
4, 6, and 8 cu. ft. sizes only for do- 
mestic uses, and that two series of 
models would be sufficient, with pos- 
sibly the deluxe series available in 
both porcelain and enamel finish. 

* * * 

Make five sizes of refrigerators 
with extras to be added, like the spare 
tire on an auto. Make three ranges— 
1 apartment—1l1 standard—1l double 
oven. 

* * * 

We feel that five, six and eight foot 
refrigerators in not more than two 
models, standard and deluxe are al! 
that it should be necessary for us to 
stock, in a community where volume 
is limited. 

* * + 

In our opinion there are too many 
models of washing machines and 
ranges offered. We believe it would 
be better for both the Manufacturers 
and Retailers if the lines were 
shortened. 
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...In Louisiana 


Where lingering on the balconies 
is no longer 
to New Orleans attic fan drive 


ever since the 


$,anattic first Spaniard sailed up the Gulf of 
the land Mexico. As you scoot about the city 

mn all sides i you you see screened 

John be porches, balconies, which are perfect 

ng like that roosting places for tired human beings 


evenings Why, even the wrought 

| balconies of the Vieux Carré are 

Frank G show pieces to visitors. Go indoors 

he New n these homes and you will find 10 

believe ind 12 ft. ceilings a commonplace and 

vho batted plenty of long windows that reach 

year, plus clear down to the floor. All his life, 

have had the native of New Orleans has had to 

hat they fight for coolness, and since his sum- 

mer is with him so much of the year, 

ust he has come to take it for granted, 

vomen rather than to rebel against it as 

breezes northerners do when hot weather 
clamps down on them 

in making First thought that dealers in the 

us This Crescent City put over with a pros- 


it town like pect is to the effect that, “the old 


say the South can now go indoors.” A cool 


necessary thanks 










The OLD SOUTH 
Can Now 


house awaits them inside when there 
is an attic fan. No longer is it neces- 
sary to sit on the balcony or front 
porch until 10 o'clock at night. 

Women _ particularly understand 
when you put over the idea that now, 
with an attic fan, it is possible to 
entertain indoors. No longer will a 
fog of hot air put a blanket on the 
party. Furthermore, any woman who 
has ever seen her coiffure wilt down 
in sultry weather right after she 
comes from a beauty parlor under- 
stands perfectly when you tell her 
that the cooling breezes engendered 
by an attic fan will permit her to look 
better, to keep her makeup fresh 
longer. 

Mothers are particularly susceptible 
to the suggestion that with an attic 
fan youngsters can now sleep in their 
own beds. For every southern home 
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A familiar sight down south in summer is a child sleeping on the floor trying to 
keep cool, (Inset) Women are interested, too, when they learn that attic fan 
cooling means their make-up will stay fresh longer. 
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Attic Fan Experience 


from Three Cities 


TOM PF. 


By 
BLACKBURN 











A cool breeze that permits the family to be indoors on hot summer evenings, or to entertain 
comfortably at home, is something that New Orleans women have prayed for. 


has seen plenty of youngsters curl up 
on hard floors with pillows trying to 
get a bit of air. 

The idea of sitting indoors and hav- 
ing a delicious breeze blowing in 
through the curtains finds an inter- 
ested woman audience, which reacts 
to the fact that all cooking odors are 
wafted out of the house quickly. 
Wives like the fact that cigarette 
smoke, no matter how dense, disap- 
pears in a twinkling. In a dressy 
family, the lady of the house enjoys 
the news that with an attic fan the 
old man will be able to wear a coat 
at dinner. 

Some of the details of installation 
that such men as Charles J. Green, 
Alvin Farish, N. J. Helwick, L. C. 
Reed, Stanley F. Costley, H. W. 
Mentrup, C. Duplantis, L. Korn, D. 
L. Craton, John V. Dugan, W. Giese- 


ler, C. F. Elchinger, S. J. Stewart, 
E. W. Schneider, E. N. Avigno, 


W. E. Clement, and George A. Hero 
take for granted are the following 
musts in installing attic fans: 

(1) For example, they know that 
he unfinished attic cannot be used 
is a duct, there must be a suction box 
vith openings of ample size. 

(2) All New Orleans has been 
onverted to the necessity of openings 
f ample size. 


(3) In the matter of noise, these 


boys realize that 


ft. away. 
type of blade is a help. 


of the house. 


a good installation 
should not disturb a conversation 10 air 
They feel that the fibre 
They have 
learned how to avoid turbulences— 
churned air which is not moved out 
They have discovered 
how to check the tip speed of the 
fan blade (the Rpm x diam. x pi) 
(3.1416) equals tip speed). 

(4) They know that they should 
recommend a separate circuit espe- 
cially for operation of the fan. 

Among the things that Frank Burns 
has learned not to recommend to the 
customer are the following: 


fan. 


the attic fan 
pressure 
dealers 


Ventilating 
N.E.M.A. 


out pressure 


of fans is wrong. 


differences. 
should all 
standard rating which are based on 
the standard test code as adopted by 
the American Society of Heating and 

Engineers and 
This code tests fans with- 
differences which 


(1) To avoid too small a capacity 
The house needs one change of 
minute. 
He feels that the standard of rating 
It rates on free air 
delivery. The attic fan, he says, never 
works under free air conditions. 
standard code should be changed as 
has to overcome three 
Furthermore, 


have fans 


Burns opposed. 

Today 11 active dealers are selling 
fans in New Orleans and when you 
consider they moved 423 attic fans 
last year against 43 room coolers 
their aggressiveness is not to be 
sneezed ‘at. The season runs from 
March to August, reaching a peak in 
June." At the present moment the 
dealers are looking for a_ portable 
window fan. There are 90,000 homes 
in New Orleans and of these only 
30,000 are home owners able to make 
an installation. Consequently there 
is a big market for the portable. 

New Orleans experience with port- 
able fans has been sad, Frank Burns 
declares, but is improving. In 1935 
there was brought out a 16 in. job 
for window boxes. The unit contained 
two fans and would move 3,000 cu. 
ft. per min. The New Orleans Pub- 
lic Service Inc. had its salesmen 
sample fans around town, moving 
them every fews days. The results 
were poor as they simply did not 
deliver and the public got a bad taste 
in its mouth. In 1939 a new 30-in. 
fan for windows was developed which 
moves 6000 cu. ft. a minute. This 
has clicked, and dealers at the present 
are much interested in this type. 

Most installation troubles in New 
Orleans have not been electrical. The 
difficulty has come where the carpen- 
ters installed the fans. Carpenters 
don’t realize that the suction boxes 
must be air tight and where they are 
leaking there is trouble. 

Recently New Orleans Public Serv- 
ice worked out, under Frank Burns’ 
supervision, a schedule of attic fan 
openings which Electrical Merchan- 
dising, reproduces with this article. 
With this chart in the hands of deal- 
ers it is felt that no longer will any 
errors be made in too small grills or 
louvres, cardinal sins in fan installing. 

(Please turn to next page) 





Size of House in 


Cu. Ft. Fan Capacity 
Required Cu. Ft./Min. 


5,000 to 6,000 
7,000 to 8,000 
9,000 to 11,000 
12,000 to 14,000 
15,000 to 17,000 
18,000 to 20,000 
21,000 to 23,000 
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SCHEDULE OF ATTIC FAN OPENINGS 


Approximate Fan 
Wheel Diameter 


24” to 30” 
30” to 36” 
36” to 42” 
42” to 45” 
45” to 50” 
50” to 56” 
56” to 60” 


Motor Size 


H.P. 
1/6-1/4 
1/4-1/3 
1/4-1/3 
1/3 -1/2 
1/2-3/4 
1/2-3/4 
3/4-1 


Grille 


Total Sq. Ft. Opening 
in Ceiling 
Lattice Wood or Metal 


12 
15 
21 
27 
32 
38 
44 


Attic Opening 
Total Sq. Ft. Opening in Attic 


Hdw. Cloth Louvres Screen 
10 14 17 
13 19 23 
18 26 31 
22 33 40 
27 41 49 
32 48 57 
37 55 66 
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Attic Fan Experience from Three Cities 








... In Kentucky 















Where a 20-year-old lad discov- 
ers an unsold market for attic 
fans and proceeds to cash in on it 


THE. GATEWay 
‘TO THE: SouTH 


EDUIS NILE 
fy? ? SAPP 
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Innes 


A man with a glass sye can see a 


h 
days at the University of Virginia 


good attic fan market in hot, 
iwed off bid farewell to the muggy Louisville. And 20-year-old 
d .] Kapp Sigma house Innes Mahon, right, has been busy 
7 iia ai " 7 ail va cultivating it. 
self launched w Ilynilly on a career. 


“Go into business for yourself,’ ad- 


B. B. Mahon, who is_ er 


vised Fa ywded, something that’s an answer 

with Ferbert-Shorndorfer, paints and to a maiden’s prayer.” 

varnish, “Even if you have to run a So that is how, right in the middle 

pope wagon.” of the season, Innes Mahon began 
A friend had the idea. “Boy, does selling attic fans. He put the bee 


ouisville get hot,” he on his chums and the friends cf his 


commente Every man, woman and father. Less than 30 per cent under- 
child in Louisville would enjoy a _ stood what he was talking about, but 
good old attic fan. We have one and they gave him a hearing and they 
it’s tl nuts There’s a line for knew the weather was hot. Anything 
you to jump into, a field that is un- for relief. Soon he was selling fans. 


... In Georgia 





Where an attic fan dealer builds himself a model aftic 


fan-cooled house to demonstrate real summer cooling 


Lots of louvre space and insulation went into this Atlanta home of W. J. 
McKinney [inset above) who made his place an attic fan demonstration spot. 
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The first line he carried didn’t give 
a lot of satisfaction. For Innes didn’t 
realize that attic fans had a lot of 
engineering wrapped up in them, and 
if you stuck them in a house helter- 
skelter without taking into considera- 
tion other factors they would likely 
be a flop. They were. 

“Better pull them out,” advised his 
dad. “Your friends were good enough 
to assist you, now you have got to 
stand by them.” 

With his eye teeth cut on the fact 
that an attic fan had to work as well 
as look the part in order to give 


satisfaction, Innes Mahon took a new 
start. He sold ten fans in 1938 with 
an average sale running around $175 


including installation. The cost of 
installation was anywhere from $35 
to $60. 

Innes learned to figure on an 


average of eight hours per installa- 
tion, using two men. He learned that 
housewives like to have his men 
spread a tarpaulin around the place to 


gg aieer to every two-fisted 
salesman hammering home his 


arguments, one always wonders 
whether he takes his own medicine 
or not. The chance came this year 


to the good people of Atlanta, Ga., 
when W. J. McKinney of the Amer- 
ican Blower Corporation put up a 
home at 3263 Mathieson Drive. 

That the requirements of fan cool- 
ing and madern electrical wiring were 
a little ahead of most architects he 
discovered when he wrote his own 
specifications for his place which 
were as follows: 

(1) Insulation—U. S. Gypsum 
glass wool 4 in. bed on the side walls, 
1 and 4 lb. density per cu. ft. on the 
ceiling. 

(2) Kitchen fan—No. 50 Amer- 
ican Blower, changing air once every 
minute. 

(3) No. 42 Venturi home condi- 
tioner fan for comfort cooling by air 
motion, changing the air once every 
55 seconds. 


protect the home from falling plaster 
from the grill cutout. 

He found that his best prospect was 
about 40 years old with an income 
of approximately $75 a week. If he 
was one of these birds who couldn’t 
sleep nights, Innes could rub his 
hands and say, “Fine! fine!” He dis- 
covered that people who bought sleep- 
ing tablets from the drug store were 
excellent prospects and he picked up 
tips that way. 

Literature was usually sent out 
right before the hot weather. You 
can bank on what the weather man 
pretty well in Louisville and 
when he predicts there are going to be 
some scorching days, that’s the time 
to get to the mail box. About 5 per 
cent of the people Innes calls on 
understand what he is talking about 
and approximately 25 per cent have 
heard of attic fans but don’t know 
what they are all about. Louisville, 
it should be remembered, has only 
about 100 fans operating in town and 
the subject is not very well known. 
Innes has found that he has to give 
demonstrations 100 per cent of the 
time and many times he has been 
glad that his old friend, Tommy Tay- 
lor, has an attic fan in his home. To- 
day the Mahons have one in their 
apartment and he can shoot prospects 
up to see his folks. 

When’ Electrical Merchandising 
called on him Innes was branching 
out in signing up out of town deal- 


Says 


ers. He had thirteen on the dotted 
line and of these seven were elec- 
trical dealers and the balance were 


hardware outlets. With his fans (of 
which he stocks 10 Buffalo Forge 
models) he expects to go to town in 
1939 and 1940, 


(4) Heating done by direct fire to 
American Gas Products Co. unit, em- 
ploying natural gas, and an American 
Blower fan with filter. Duct type 
humidistat. 

(5) Control—Minneapolis-Honey- 
well thermostat and Chronotherm. 

(6) Prefabricated duct with 4 in. 
Celotex insulation. 

(7) 4-in baseboard register. 

(8) Wood grill in hall 4x6 ft. 

(9) Grill door with cord in closet 
which can be opened and closed at 
will. 

(10) Exhaust louvres of metal, with 
35 sq. ft. of space, hinged to close in 
winter. 

All duct 
oversize. 

The house is a six-room affair of 
brick veneer with basement planned 
by W. Montgomery Anderson, archi- 
tect, and cost $8,000 for house only. 

Heating bill for last winter up to 
March 7 was $31. Soon McKinney 
will have figures on summer cooling 


work was 30 per cent 
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The Facts on 


Refrigeration Wy 


Storage Savings 


HE third bulletin to be issued 

by the School of Living, Suf- 

fern, N. Y., which is of direct 
interest to the appliance trade deals 
with the subject of “How to Econo- 
mize on Buying and Storing Food”. 
It will be remembered that the first 
two bulletins, reviewed in these pages, 
lealt with the subjects of economies 
of home laundry and facts on baking 
with an electric range. 

As its title indicates, the bulletin 
is not entirely concerned with elec- 
tric refrigeration. Rather, it goes 
into the entire story of savings which 
effected by the average 
\merican family, having incomes of 
between $1,500 and $3,000 a year, 
by (1) buying food in quantities, (2) 
buying food in season, and (3) having 
idequate storage facilities to make 
those savings possible. 

We are particularly interested, of 
course, in the savings the family 
makes by providing themselves with 
the proper storage facilities. These 
include dry, or pantry storage; cool, 
or root-cellar storage; and cold, or 
electrically refrigerated storage. It 
is estimated that this average family, 
for instance, spends $678.30 a year on 
its annual food budget. It has further 
been estimated that with an additional 
expenditure for adequate storage 
facilities of $12.31 per year that a 
yearly saving of $83.42 will accrue 
to the family. 

That’s only the savings in dollars 
ind cents. But what a lot of refriger- 
itor dealers overlook when telling 
prospects the story of savings created 
by buying adequate refrigeration, is 
the time element which, in this new 
bulletin on the subject, is estimated 
it 81 hours and 28 minutes every 
year. : 

How the cost figures on the invest- 
ment in storage facilities is arrived 
it is best illustrated by quoting from 
the bulletin: 


may be 


“For an average family these 
recommended storage facilities will 
comprise in all, 735 cubic feet of 
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A new bulletin of the School of Living 


marshals all the arguments on amily 


savings through adequate home storage 


storage space divided as_ follows: 
refrigerator—6 to 7 cubic feet; root 
cellar, 560 cubic pantry, 168 
cubic feet. 

“The yearly cost of these three 
specified types of storage facilities 
including depreciation, operating costs, 
and interest at 6 per cent per annum 
on the investment in them, amounts 
to $37.94—$25.33 for the refriger- 
ator; $7.69 for the root cellar; and 
$4.92 for the pantry. Since the aver- 
age family today already has some 
space for storage and some sort of 
refrigerator, it is already spending 
some part of this amount for storage. 
The cost of the present storage facil- 
ities are estimated at $25.63 yearly, 
so that the actual increase in the 
budget for storage facilities recom- 
mended by the School of Living only 
amounts to $12.31 while the yearly 
savings on the food bill, by reason of 
the greater storage amounts to $95.73. 
The net saving, after deducting the 
added cost for larger and better stor- 
age facilities, is $83.42 per year.” 


feet; 


Analyzing the Figures 


None of these figures are just 
pulled out of a hat. Months of pains- 
taking research have gone into their 
compilation. Whether the figures are 


on the subject of food costs by indi- 
building costs of 


vidual items, on 
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storage facilities, on operating costs 
of electric refrigerators or what have 
you, they have been broken down 
carefully so that the true story of 
what adequate food storage facilities 
—and electric refrigerator storage, 
in particular—means to the average 
American family. Suffice to say, that 
it is the first scientific approach to 
the subject which has yet appeared 
and the sales promotional value of the 
entire bulletin is of potentially enorm- 
ous worth to the entire electric 
refrigeration industry. 

The bulletin contains a number of 
itemized tables of figures which show, 
item by item, how the final result of 
savings was achieved. The first shows 
“What the Average Family Can Save 
by Home Storage” and breaks down 
the food bought by classifications with 
the savings on each item. Table II 
expands this finding into a picture 
of the savings created for the nation 
as a whole—if you are interested— 
the figure is $335,857,959. The third 
table takes up the subject of saving 
money by seasonal food buying and 
here again every item of food is listed 
with the appropriate season to buy it 
in order to effect the greatest saving. 
Table IV illustrates the shopping time 
which can be saved by providing ade- 
quate storage facilities for food in the 
home; Table V gives the reader item- 
ized examples of what the family can 


save by a combination of quantity and 


seasonal buying. Two other tables 
list, respectively, the home storage 
equipment recommended by _ the 


School for the average family and a 
classification of foodstuffs by the 
particular storage requirements. 

For the benefit of readers who are 
unfamiliar with our previous reviews 
on the School of Living’s researches 
into home production and home eco- 


nomics, we may add that it is an 
independant research organization 
founded in 1934 by Mr. and Mrs. 
Ralph Borsodi. 


The School of Living 


Chief aim of their researches has 
been to establish that families of low 
income may acquire a home of their 
own and equip it with modern elec- 
trical appliances out of the earnings 
which those appliances bring the aver- 
age family. Data in the bulletins is 
drawn from university and govern- 
mental publications of unquestioned 
authority as well as from the inde- 
pendent research which goes on all 
the time at the School. 

Copies of the current bulletin “How 
to Economize on Buying and Storing 
Food” and of the other two bulletins 
“How to Economize on Home Laun- 
dry” and “How to Economize on 
Bread, Cake & Pastry” (the baking 
bulletin which gives the facts on elec- 
tric range use) may be obtained by 
writing the School of Living, Suffern, 
N. Y. Individual bulletins 
cents but orders for larger quantities, 
for use in sales and educational work, 
bring the price down considerably. 


cost 25 
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By 
Clotilde Grunsky 
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The windows here unquestionably look like a million dollars—but then so few people have a million dollars. 


The abundant sidewalk traffic looked at the appliances on display and decided they were too expensive 
for its pocketbook. 


The appliances in this window are just as high quality merchandise as was displayed before, but the 
more businesslike surroundings and the fact that price tags are attached here and there lets the cus- 
tomer know that they come within his price range. 
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Aa Meekison of Vancouver, B. C. Had a Store That Looked Like a Million Dollars .. . 


And Failed. He Remodeled It... In Reverse ... And The Customers Are Flocking In 





‘pensive circumstances, this type of setup invites you in to examine and perhaps to buy. It didn't. When the 


dollars. ” F ; 9 RE Beautiful, but cold. Study this picture for a while and ask yourself if, as a prospective customer in medium 
store looked like this, it failed. 






but the 
the cus- 





Not a store arrangement to use in a Hollywood scene, perhaps, but the appliances on display look usable 
A F T F R in the average type of home. After Mr. Meekison had humanized the sales floor until it looked like this, 
the store began to make money. 
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ful and serviceable, and not neces- 
sarily frightfully expensive. Further- 
more, he put prices in the window, 
prices which indicated that the arti- 
cles which looked so desirable could 
be obtained for a small amount each 
week. Generally he left the price 
at that, allowing the prospect to fol- 
low his curiosity into the store in 
order to find out the total and how 
many weeks were involved. 

Windows in the new store are kept 
bright—undoubtedly the best illumi- 
nated in the neighborhood—and they 
are changed frequently, so that full 
advantage is taken of the sidewalk 
traffic which is one of the major 
assets of the location. Mr. Meekison 
figures that his windows are respon- 
sible for 334 per cent of his rent and 
he intends to get his money from 
them. 

Much of the population of Van- 
courer is Scotch; this does not mean 
that they are not good spenders—it 
means that they are thrifty. In other 
words, they wish to get gocd value 
for the money they expend. It is just 
such people who are the best pros- 
pects for quality merchandise. A 
little sign which Mr. Meekison keeps 
on the counter where people come to 
pay the installments on their con- 
tracts reads “$1 down will add any 
appliance in the store to your contract 
up to $12”. It has added many a 
dollar to the business done. 

One of thé problems which Mr. 
Meekison faced when he took over 
the store was the fact that along with 
other failures, the old business had 
not done well by its salesmen. They 
had been made skeptical by sad ex- 
perience and had perhaps added to 
the depths of the failure by a some- 
what half hearted attitude. Mr. 
Meekison had his ideas about that, 
too. Tribute to the efficacy of his 
method is the fact that since he has 
taken over there have been practically 
no turnovers in the sales force. The 
men like it. They are making money 

-and the store is making money from 
their efforts. 

First of all, he figured out in ad- 
vance about how many salesmen a 
business of this size could support and 
came to the conclusion that seven was 
the proper number. These seven men 
he pays a salary of $100 each. ° In 
return they pledge a monthly busi- 
ness of $1,000 each. This does not 
mean that if one man out of the lot 
fails to make his quota some month, 
he is dropped from the books. The 
sales force, up to this first. $7,000, 
works as a unit and another man’s 
gains are allowed to cancel out the 
first man’s losses. Only if the total 
sales for the month should by any 
(Please turn to page 47) 
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July 25th marks the end of the Briggs 
& Stratton Farmer “Quiz” Contest — 
but it also marks the beginning of a 
great opportunity for washer dealers. 


homes, 


Now is the time for dealers to make their stores the sales centers for the 
thousands and thousands of farm people who have read and talked about 
gasoline-powered farm washers — who have developed a new, intense and 
increased buying interest in farm home appliances and equipment — non- 
electric — for use on farms without connected hi-line service — substantial 
“big-ticket” items, powered by Briggs & Stratton 4-cycle gasoline motors. _ 
= 
compa 


Latest reports show that farmers have plenty of money to spend — that 
farm income is up — and that they are buying NOW. 


> gain < 
( Surveys show that a power washer is one of the first items on the buying lar gi 
ee list of farm people, but there are also included water systems, pumps, light- but sl 
2 ing plants, lawn mowers, garden tractors and cultivators, sprayers, and 


4 over a hundred other farm home appliances, tools and equipment. 


Cash In On Results Of The “‘Quiz’’ Contest 


The Briggs & Stratton Farmer “Quiz” Contest has accomplished its purpose 
—has made farm people more conscious than ever that they do not need hi- 
line electricity to enjoy the comforts, economies and conveniences of modern 
home appliances and equipment—that farm models are available every bit as 
modern and efficient—powered by Briggs & Stratton 4-cycle gasoline motors. 5 


compa 
For 


parisor 
sales u 





The buying interest is now at its peak, but — to cash in on it — you'll have 
to go after those waiting sales. Display gasoline-powered washers, and 
other gasoline-powered equipment and farm tools on your floor and in your 
windows. Demonstrate them to every customer who comes in your store. 
Set up a special section in your store for gasoline-powered equipment. And 
remember that orders will be easier to get — sales made much more easily 
and quickly if the washers and equipment you feature are powered by 
Briggs & Stratton, because farm people know that 


homes 
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REFRIGERATORS 


May sales of household electric re- 
frigerators, totaling 273,966 units, repre- 
sented the highest volume of any month 
in the past two years—being exceeded 
only by May 1937 when 333,061 units 
were sold. In percentage, the May 1939 
business was 52.89% above May 1938 
but 15.93% under May 1937. 

Comparing the unit volume on a five 
months basis, the 1939 total stands 
40.29% in excess of 1938 but 20.34% 
under 1937. Following are EEI esti- 
mate of industry sales, based on ship- 
ments reported by the NEMA refrigera- 
tor membership. 

May 1939 .........273,966 
May 1938 179,189 
5 Mos. 1939 1,145,413 refrigerators 
5 Mos. 1938........816485 refrigerators 

Saturation, January 1939—12,101,000 

homes, or 51.67% of total wired homes. 


refrigerators 
refrigerators 


v 


WASHERS 


In May, for the seventh consecutive 
month of 1939, manufacturers’ sales of 
household electric washers surpassed the 
comparative volume of 1938—the unit 
gain amounting to 28.40% and the dol- 
lar gain (at retail) up 27.62%. This 
but slight variation in the dollar gain 
was due to the fact the average electric 
washer sold for practically the same price 
in the two months, $69.24 in May 1939 
compared with $69.66 in May 1938. 

For the five months’ period the com- 
parison with 1938 is as follows: unit 
sales up 36.53%; retail dollars up 28.42%: 
average prices, $67.95 this year, $72.24 
last year. 

1939 
1938 
1939 
1938 


96,497 washers 
75,155 washers 
567,697 washers 
415,806 washers 

By price classifications, electric 
sales stand as follows: 


5 Mos. 


washer 


Aver. 
Retail 
Price 


42,700 $35.78 
37,915 36.18 


& to 
Units Total 
Below $40.00 
5 Mos. 1939 
5 Mos. 1988 
$40-$49.99 
5 Mos. 1939 
5 Mos. 1938 
$50-$69.99 
5 Mos. 1939 
5 Mos. 1938 
$70 and Over 
5 Mos. 1939 
5 Mos. 1938 


7.52% 
9.12 


102,678 47.04 
57,486 48.02 


18.09 
13.82 
272,701 62.57 
182,419 63.36 


48 04 
43.87 


149,618 
137 , 986 


101.28 26.35 
103.97 33.19 


Total 
5 Mos. 1939 
5 Mos. 1938 


567 ,697 17.95 
415 ,806 


100% 
24 100% 


_ All figures from the American Wash- 
ing Machine Manufacturers Association. 
Saturation, January 1939—13,481,180 


homes, or 57.56% of total wired homes. 


v 


ROASTERS 


Progressing 21.55% over comparable 
sales of 1938, electric roaster sales, as 
reported by the National Electrical 
Manufacturers Association, totaled 20,119 
units in May—thereby expanding the 
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STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


five months total to 57,355 units, or an 
increase of 19.66% over similar records of 
1938. Average prices, based on the five 
months’ volume, were $11.38 for 1939 
compared with $11.31 for 1938. 


a eee 
May 1938 16,552 
De, ix deg oh oas << 57,355 
5 Mos. 1938 . 47,931 


Additional data for the five months’ 
period, available through the NEMA 
compilations, show an increase of 73.08% 
in the larger sized roasters (capacity 
over 15 quarts), as well as an increase 
ot 45.03% in the smaller, 7 to 10 qt. 
sizes—with a _ resultant 75.92% drop, 
however, in the medium sized model 
(11 to 15 qts.). 


roasters 
roasters 
roasters 
roasters 


Electric Roaster Sales, by Sizes 

5 Mos. 5 Mos. % 
Capacity 1939 1938 Change 
8,561 5,903 
3,870 16,073 
44,924 25,955 


+45.03 
ong 5. 92 
+73.08 


+19.66 


7 to 10 quarts... 
11 to 15 
Over 15 


quarts.. 
quarts.. 


po ey Fe 57,355 47,931 
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WATER HEATERS 


Showing the largest unit volume of any 
month since January, the May increase 
in sales of household elect:ic water heat- 
ers, storage type, extended 50.41% above 
May 1938—thus running the five months’ 
volume up 45.97% over comparable sales 
of 1938. These figures cover the ship- 
ments of leading water heater manufac- 
turers who report to NEMA on a 
monthly basis. 


May 1939 10,542 water heaters 
May 1938 7,009 water heaters 
5 Mos. 1939... . 36,146 water heaters 


5 Boas. T9058. 66. cics 24,763 water heaters 


GAS ENGINE WASHERS 


Falling short of the corresponding 
1938 volume by 92 washers, unit sales of 
gas engine washers declined 1.04% from 
May 1938, and ended the five months 
period short by 1,451 washers and by 
3.04%. Average prices fell from $94.09 
in the five months of 1938 to $87.12 in 
the same months of 1939. 

May 1939 .... 
May 1938 
5 Mos. 
5 Mos. 


8,769 gas engine washers 
. 8861 gas engine washers 
1939. .46,287 gas engine washers 
1938. .47,738 gas engine washers 


v 


STOKERS 


Current information from the Depart- 
ment of Commerce covering sales of 
stokers (capacity up to 300 lbs. coal an 
hour) by 101 manufacturers indicates an 
increase of 3.97% for May 1939 com- 
pared with May 1938, with the five 
months volume up 6.26% over the same 
period of last year. 
May 1939 
May 1938 
5 Mos. 

5 Mos. 


stokers 
stokers 
stokers 
stokers 


1939 


Stoker Sales, by Types 
5 Mos. 5 Mos. % 

1939 1938 Change 

Class 1 (capacity 
under 61 lbs. coal 
BPveeecees ° 15,632 15,161 
Bituminous...... 13,72 1: 
Anthracite...... 1, % 


Class 2 (61 to 100 
lbs. coal an hour) . 


Class 3 (101-300 lbs 
coal an hour) 


Total. . 


,854 
) 2,307 


,216 954 


,044 723 


,892 ) , 838 


v 


VACUUM CLEANERS 


The upward climb of vacuum cleaner 
sales, which started some months ago, 
was further strengthened in May, when 
unit sales of floor models rose 19.30% 
above the volume of May 1938. With 
hand cleaners the May volume ran .44% 
above corresponding 1938 sales. 

For the five months, floor cleaner 
models show a gain of 6.06% over 1938, 
while hand cleaners are down 10.04%. 
Following estimates of industry  saies 
come from the Vacuum Cleaner Manu- 
facturers Association. 

May 1939 91,055 floor cleaners & 
23,322 hand cleaners 

76,322 floor cleaners & 

23,220 hand cleaners 
480,220 floor cleaners & 

126,359 hand cleaners 
452,800 floor cleaners & 

140,465 hand cleaners 


Saturation, January 1939—11,467,460 
homes, or 48.96% of total wired homes. 


1938 


Vay 
5 Mos. 1939.... 


5 Mos. 1938.... 
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IRONERS 


the April 
household 


27.23%, 
ironers 


rise of 
electric 


Following 
unit sales of 


May with a gain of 
26.35% over the same month of 1938. 
As a result of the large increases of 
these two months, the five months’ unit 
volume has jumped 2.28% over the com- 
parable volume of 1938. In dollars, how- 
ever, (at retail) there is a loss of 7.44%. 
This is due, as will be seen from the 
five months’ figures compiled by the 
American Washing Machine. Manufac- 
turers Association, to the heavy gains 
which have been reported in sales of the 
inexpensive portable ironers retailing for 
less-than-$30 each. While this class of 
ironer accounts for only 17.96% of the 
unit volume of 1939, the gain over last 
year’s comparable sales amounts to 
187.53%. Among the high priced models, 
selling for $80-and-over, the volume in 
units accounts for 45.50% of the total 
but shows a drop of 16.49% from last 
year. 


followed suit in 


May 1939 
May 1938 
5 Mos. 1939 
5 Mos. 1938 


8,433 ironers 
6,675 ironers 
45,311 ironers 
44,303 troners 


Ironer Sales by Price Classifications 


Aver. 
tetail 
Price 


°% to 
Units Total 
Below $30 
5 Mos. 1939 ,137 $24. 3 96% 
5 Mos. 1938 2 23 5! }. 39 
$30 to $49.99 
5 Mos. 1939 , 154 40.7 
5 Mos. 1938 57 45 
850 to $79.99 
5 Mos. 1939 ‘ 66 
5 Mos. 1938 731 66.98 
$80-and-Over 
5 Mos. 1939 
5 Mos. 1938 


105.57 

24.685 103 3 
Total 

5 Mos. 1939 

5 Mos. 1938 


45,311 


5.3 100% 
44,303 83.44 


100° 0 


Saturation, January 1939 — 1,449,100 


homes, or 6.19°% of total wired homes. 





RETAIL SALES OF HOUSEHOLD APPLIANCES BY 


INDEPENDENT STORES, 


COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


No. 
of 


Dirs. 

Middle Atiantic (1 state).... 48 

Pennsylvania 48 
*East North Central (4 states) 56 

Illinois ... 15 

Indiana . 10 

Ohio 23 
tWest North Central (4 states) 20 
#South (5 states) 14 

Texas . 6 
SMountain (8 states) 32 
{Pacific (3 states) 

California 

Oregon . i 


+20.3% 


+31.0%, 


+12.8%, 
—10.3%, 
—13.1% 
+ 4.9% 


Retail Sales 
Household Appliances 


May 1939 May 1939 


Manufacturers’ Sales 
Refrigerators 


May 1939 May 1939 
vs. vs. 


May 1938 Apr. 1939 
+58.1% +28.3% 
+ 58.1% + 28.3%, 
TS7.3% +riés% 
+43.2%, 8.2% 
+62.0%  +46.9%, 
+84.8%  +12.8% 
+62.0% — 2.6% 
+26.6%, —30.8%, 
+12.77%, —35.6% 
+24.7°%/, 3.1% 
+15.4% —25.9%, 
— 54%, —34.5% 
+ 84.3% +25.2%, 


vs. vs. 
May 1938 Apr. 1939 
+i7s% 
+17.3% 
+40.8Y, 
22.7% 
+34.7%, 
+49.4Y, 
+ 44%, 
— 5.3% 
— 7.6% 
+H7% 
5.8%, 
6.8%, 
— 0.7% 


+20.3% 


+20.5% 
134.9% 
37.7% 


9.4%, 
+11.7% + 
10.8%, 





306 


Retail Sales—Department of Commerce. 
Mfrs.’ Sales—Najiional Electrical Mfrs. Assn. 
*Includes 8 Wisconsin dealers. 


+15.8%, 





+18.3% +4419, — 1.9% 


tCovers la., Kans., Mo. and Neb. 
tCovers Ala., Tex., Fla.. Ga. and Okla. 
QWashington also. 


§Ariz., Colo., Ida., Mont., Nev., N. M., U., and Wyo. 











Here is the modern version of the red 
skins gauntlet—the tenth waterhole at 
Wheaton, where players are crucified by 
hoots and cat calls 


Dave Hayes of GE tells a funny story 
to Lou C. Upton of 1900 and Joe 
Bohnen of the association 


Roy Andre of Meadows is elbow to elbow with George 
Whitlock, new president of Mullins 


This dead pan trio consists of |. N. Merritt of Meadows 


John R. Hurley of Thor and Red Seaman of Electrical 


World 
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WASHER ME 


Pack Troubles in Old Kit Bagh 


Photographs by TOM F. BLACKBURN 


T 
ety TY TZ 

Charley Ross of Sears Roebuck broke bread with Ni 
Etten of Chamberlain Wringer 


Affable W. W. Galbreath of Alliance Porcelain 
having a word or two with W. Neal Gallagher 


While Carl Decker of American Wringer shakes hen¢ 


with Fred Dechant, American Rolling Mills, Vernon Dun 
burns a hole in Fred's napkin 


Old Home Week found Verne Hannon of Speed Queen 
hobnobbing with Ed Oehler of Briggs & Stratton in the 
rathskeller 
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R. D. Hunt, Dexter, came late to the smorgas- Altorfer Brothers sent Glenn H. Franks. His 
bord. A. E. (Doc) Boone of Mullins, furnished friend calls attention to the birdie 
some companionship 


rowd giving the raspberry. Foreground seated is Art Peters of American President W. Neal Gallagher gets a closeup Resting from their labors you see J. P. Nelli- 
pning Machine Company, Vernon Dunne (Appliance Mfg.) and Earl raspberry from Ben Dodge, Cleveland adver- gen and J. C. Nelson of Easy 
tch, Moraine Products tising agency man 


ee 
. * i} > 
= — a . 


2 


Len Canty drew as a golf partner D. H. Thomas “Have you heard the one about the fellow who 
of the Sunlight Electric Mfg. Co. ran for sheriff of Cavaleras County?" Walter K. 


Voss asks Verne Hannon of Speed Queen 
Oscar Lenna (center) and P. S. Moynihan of Blackstone came west while 


Oscar Lenna Jr. went east 


This is the way “Money" Tous- “Gay Nineties’ R. |. Petrie of 
saint, who writes all the jokes for Barlow & Seelig appeared on the 
the Speed Queen bulletin, really scene wearing a flowing mustache 
looks 


E. N. Hurley, Jr. is shown about to put on the Jack Schuler (right) of Lovell Wringer wand- 
feed bag with Joe Bohnen ered about the golf course without a hat 





“I Wouldn't Believe It 
Until lt WORKED” 


“I had a hot tip that Mrs. Brown was in the 
market for a refrigerator. So I drove over first 
thing next morning. She was interested right 
enough and was in my trailer showroom in 
a jiffy.’ 


**That evening when they signed the contract, 
I learned that the G-E motor on their washer 
had given good service for years. I always 
mention the G-E motor now—many prospects 
consider it an index of high quality.”’ 


“She was a smart buyer though—wanted to 
know what she was getting. I sell good refrig- 
erators; so I really went to work explaining 
the freezer, drawers, and shelves, and details 
such as finish and insulation.”’ 


‘*She was impressed but wasn’t sure that mine 
was the best buy. Finally she asked about the 
motor. I grabbed that lead quick—showed her 
the G-E motor. And that did the job—it 
clinched the sale.’’ 


2 Reasons Why a G-E Motor Helps Close a Sale 


First — millions of G-E motors are driving appli- 
ances—are giving good service. Naturally when 
these satisfied users buy new appliances, they 
prefer those powered by General Electric. They 
know from experience that G-E motors are reliable. 


Second—many prospects have heard from users 
that G-E motors are good. Of course, they are 
quick to accept a G-E motor. Moreover, it is an 
added indication to them that the 


More than a million dependable G-E 
capacitor-moters are now in use on 
domestic refrigerators 


GENERAL 


JULY, 


appliance so equipped is reliable. 
General Electric, Schenectady, N. Y. 


ELECTRIC 
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iMORTON GILDE DIES 


WHILE ON TRAIN 


Was General Sales 
Manager of Easy 


SYRACUSE, N. Y.—Morton Gilde, 
45, general sales manager of the Easy 
Washing Machine Corporation, Syra- 
cuse, New York died suddenly June 8 
on the train from New York to Syra- 
use. Death was due to a coronary 
thrombosis, the attack evidently having 


Mr. Gilde 


yme within a short time after 
had retired for the night. 





MORTON GILDE 


Mr. Gilde was born in New York City 
and received his early education there. 
\t 16 years of age he became an em- 
ploye of the General Electric Company, 
where he was associated in a sales 
capacity until 1920, when he joined the 
Easy Washing Machine Corporation 
sales force. 


Ran New York Area 


From 1920 to 1924, Mr. Gilde worked 
as assistant to the general sales manager 
of Easy. In 1924, he took charge of 
the New York—New England Easy 
sales division, and served as manager of 
that territory, with headquarters in New 
York City, until 1937. During this 
period, Mr. Gilde formed many close 

friendships with public utility and de- 
artment store executives throughout 
the area he served. His advice and 

pinions on all phases of electrical appli- 

ince merchandising were highly re- 
rarded and sought after and he was 
ersonally instrumental in originating 
nany highly successful sales organiza- 
ons and activities. 


Became Sales Manager in '37 


In July of 1937, Mr. Gilde became 
eneral sales manager of the Easy 
Vashing Machine Corporation. In that 


apacity he traveled throughout the 
Jnited States, working closely with dis- 
ibutors and dealers in ail sections. 
News of his passing will come with a 


‘nse of personal loss to his thousands 


f friends and acquaintances in all parts | 


t the country. 
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AUTOMATIC WASHER 
TAKES OVER PRIMA 

NEWTON, 
inventory, jigs, 
trademarks and patents of the Prima 
Manufacturing Corporation, Sidney, 
Ohio, was announced here recently by 
the Automatic Washer Company, W. 
Neal Gallagher, president. The consid- 
eration was not disclosed. 

The transfer marks the merging of the 
resources of two pioneer companies in 
the home laundering equipment manu- 
facturing industry. 

“The purchase amplifies the Automatic 
household washer line by giving us the 
right to manufacture  special-design 
wringers and also Spin-Dry centrifugal 
extractors, both of which have been ex- 
clusive Prima’ features,” said a_ state- 
ment issued by Mr. Gallagher. 

“Work of moving all materials from 
Sidney to Newton will begin soon. Serv- 
icing of Prima dealers will start as 
quickly as parts manufacturing can be 
started in the Newton plant. We will 
go into production on our new line of 
extractor-type washers at the earliest 
opportunity.” 


tools, dies, goodwill, 


New Addition For 
McCarthy Bros. & Ford 


BUFFALO, N. Y.—Workmen §are 
putting finishing touches to McCarthy 
Bros. & Ford's $30,000.00 
their building at 75 West 
Street, Buffalo, mn. ¥. 

McCarthy Bros. & Ford is one of the 
oldest electrical distributing houses in 
Western New York, having recently 
celebrated their 4lst anniversary. They 
are distributors for RCA and Westirg 
house products. 


Mohawk 


Iowa—Purchase of the | 


addition to | 


INDIANA SERVICE CORPORATION 


WINS WATER 


NEW YORK—Depending wholly on its | 
cooperating dealers, Indiana Service 
Corporation topped all contestants in the 
National Electric Water Heater Contest 
for Utility Companies conducted in 1938 
by the National Electric Water Heating 
Council of The Modern Kitchen Bureau. 

The award was based on a point sys- 
tem which included 20 per cent each 
for saturation increase, percentage of 
sales increase over previous year, unit 
volume, excellence of plan and dealer 
cooperative activities. 

Indiana Service Corporation was an- 
nounced as winner of the contest on 


June 8th, at the Seventh Annual Con- 
vention of Edison Electric Institute, at 
New York. W. Marshall Dale, presi- 


dent of the Corporation, accepted the 
bronze plaque signalizing the victory in 
behalf of his company, and Roy Bridges, 


sales promotion supervisor, the $1,000 

check which accompanied the award. 

The presentation was made by A. E. 

Julian, chairman of the Electric Water 
Heating Section of NEMA. 
Adopted Policy in '36 

Indiana Service Corporation adopted 

its “no merchandising” policy in 1936, 


when it embarked on a_ load-building 
program in which electric water heaters 
were to play an important part. The 
Company faced the competition of a 
municipal lighting company and a private 
utility selling natural gas. 

The Corporation announced that it 
would do no merchandising provided the 
dealers would push appliances aggres- 
sively. The Fort Wayne Electrical Ap- 
pliance Dealers Association was formed, 


Victor in Water Heater Competition 





W. Marshall Dale (center), 


President, 


Indiana Service Corporation, receives 


bronze plaque signifying his company's victory in the National Electric Water 
Heater Contest for Utility Companies conducted in 1938 by the National Elec- 
tric Water Heating Council of The Modern Kitchen Bureau. A. E. Julian (right), 
Chairman of the Electric Water Heating Section of NEMA, presents the plaque 





1939 


to Mr. Dale, while Roy Bridges, the company's Sales Promotion Manager, looks on. 






HEATING AWARD 


and adopted the slogan: “Make Fort 
Wayne Electrically Minded”. Its mem- 
bership today, at the end of two and 
half years, includes 32 active cooperat- 
ing dealers and seven distributors. 

The Company assists training dealer 
sales personnel and offers cooperative 
advertising in the form of newspaper 
space, bill enclosures, street car signs, 
and local radio programs and spot an- 
nouncements. To make this cooperative 
program fully effective, the company 
provides display space for dealers in its 


showroom during campaigns. Trained 
sales personnel is present to sell the 
advantages of electric water heating, 


but the make his 


product 


customer must own 


selection. 


Cards Turned Over to Dealer 


If the customer wants to buy and has 
no dealer preference, the prospect card 
is turned over to the dealers, in rotation. 
If the customer is merely interested, the 
prospect card is turned over to the 
dealer, again in rotation. If no sale is 
reported within thirty days, the prospect 
is turned over to the next dealer on the 
list. The utility maintains a strict fol- 
low-up of all prospects thus turned over 
to its dealers. 

Indiana Service Corporation pays for 
installations up to a maximum amount, 
which, in the case of a single family 
dwelling is $15 for plumbing. Plumbers 
and wiring contractors are hired on a 
rotating basis if the customer does not 
select his own. All such wiring and 
plumbing installations become the prop- 
erty of the Company under the contract. 

Most popular size of heater, the Com- 
pany finds, is the 50-gallon size. After 
installation, the company representative 
checks the installation and turns on the 
current. Mr. Dale declares, “A satisfied 
customer in our strongest possible sales 
argument, and we want our customers to 
be satisfied right from the start.” 

The Company mantained a free service 
policy until 1937, but when the dealer's 
association was formed its members 
asked to take over the servicing on all 
appliances in order to have the benefit of 
the customer contacts. The Company 
continues emergency service such as 
minor adjustments at all times, but all 
the service matters are referred imme- 
diately to the dealers. 

Dealers are well 
type of cooperation 
from the utility. 
both ways, 
to sell the 


satisfied with the 
they are receiving 
This cooperation works 
for the dealers are helping 
utility by promoting its low 
electric rates. An off-peak water heat- 
ing rate is featured by the Company in 
connection with water heater sales. 

The low rates, plus the cooperative 
promotional plan of dealers and utility 
working hand in hand, produced an 
increase of 24.6 per cent in the number 


of water heaters added to the lines in 
1938 as compared to 1937. The current 
year’s water heater business is running 


26 per cent of 1938, and the company is 
striving toward a saturation ratio of 
ranges to water heaters of from 2 or 23 
to l. e 


| Con Edison in 
| August Roaster Driv 
| 


NEW YORK—Plans were completd 
recently for two campaigns during DETR( 
August, one on electric irons and thfRjchards | 
other on electric roasters, to be spom; Oklah 
sored cooperatively by Consolidated Edi -and ay 
son Company of New York, Inc., anf pilee I 


All Smiles at Edison Electric Institute Convention 


ardw 
elvir 






























five manufacturers. The roaster canfh..s; sont 
paign will run concurrently with th ecently, 
re campaign on roasters. irritt, v 
A $1.00 trade-in for old irons is ti all, 1 
feature of the iron campaign. The neW§yholesale 
irons are fully automatic and are thf-y who 
latest 1939 models. For this campaigm Winner 
$15,000 will be spent in newspapers fromional pr 
a joint fund contributed to by Consolif%jawkins 


dated Edison and the following manuf};idge, 









Joe Rushton, manager, electric range sales for E. L. LeVee, Apex, got back from a stay in And this is Tom facturers : General Ron BH ee a arolina 
Frigidaire, puffs away with Lee Clarke, Frigidaire England in time for the convention. He is Farrell, Frigidaire's | W estinghouse Electric ry ea nett Cc. 
# . 7 ” oe . | ing Company, Chicago Flexible ShaifJ Region 
advertising manager. shown with Arthur the Great Hirose of eastern manager with Company, Proctor Electric Compang p.cter; 
McCall's magazine. characteristic grin. | and Knapp-Monarch Company. . a 
During the campaign month electri — , 
| roasters, which are also of latest 193%. eens 
| design and capable of being used to cool “y C ry 
an entire meal, will sell for $5 off th’. ° yg 
regular list price. For this campaign " Bast C 
| $30,000 will be spent in newspapers frongl, i R 
| a joint fund contributed to by Consoli hes in 
dated Edison and the following manu lees 
| facturers: General Electric Company’ ‘ at 
| Westinghouse Electric and Manufactur ne Ce a 
| ing Company, Proctor Electric Company 'N vas 
Schwartzbaugh Manufacturing Company | ees a! 
| and National Enameling and Stampin “poapasn 
| Company. H. I 
ym falls, S. 
Bendix te Be Exported _" 
ll, thir 
The establishment of an export de South 


partment for Bendix Home Appliances§{Carolina 
Inc. of South Bend, Indiana, manufacgN. C., 
turers of the Bendix home laundry, ha#Electric 
been announced by Judson S. Sayre, vicej§econd ; 


Larry Jennings, in charge Roger Bolin, Westing- George Conover, recently C. M. Ripley of General And this beaming 
of utility sales for Gen- house merchandise adver- put in charge of Phila- Electric wowed conven- face belongs to 
eral Electric, bends an tising manager, had delphia Electric's public tion with domestic elec- J. H. McKenna 

ear. shrewd comments to relations, hob-nobs with tricity story. now with Knapp- 








president in charge of sales. stewart, 
make. utility execs. Monarch on utility The new export division, headed by Dalla: 
sales. R. A. Lundquist, formerly of the elec@Mnc., 


UTILITY EXECUTIVES DISCUSS PROBLEMS sod Domenic Camames of tos Demonia. 3 


ment of Commerce, was organized iH ne., Lit 


AT ANNUAL EJ. CONVENTION IN N.Y. |: nee aar ctor Wests 


chising in Europe, South Africa and thefMfirst; © 








































Latin-American countries. spokane 

NEW YORK—Forsaking Atlanti went to W. Marshall Dale, president of | Modern Kitchen Bureau for 1940, it is nee Valker 
City, traditional stamping ground of the | Indiana Service Corp., who received the ficially announced today. He will as- Toastmaster Restrains Price-Cutters uird. 
utilities industry in their national con- | National Electric Water Heating Coun- sume his new office at once. Mr. Sam- 
ventions, for the World’s Fair attraction | cil award; A. H. Kidder and F. R. Ford | mis was unanimously chosen by the The Supreme Court of New York 
of New York City, the Edison Electric of Philadelphia Electric Co., the James 3ureau’s Executive Committee to suc- County recently granted a temporary 
Institute convened the week of June 10 at | H. McGraw award. K. F. DeLate, | ceed George E. Whitwell, vice president | injunction to the McGraw Electric Com- 
the Waldorf-Astoria here Idaho Power; D. L. Satterfield, Alabama | of Philadelphia Electric Company, who | pany restraining the Benco Sales Com- 

Some 2.500 delegates heard President Power; C. E. Primeau, Wisconsin Elec- | has piloted the Bureau as its Chairman | pany from selling Toastmaster products 
Charles W. Kellogg point to the inherent | tric Power and R. J. Burgh, Detroit | since it was established in 1935. at less than nationally advertised list 
stability of the industry in the face of | Edison, jointly shared the R. B. Marshall Mr. Sammis will assume his new | prices, which were established under 
government competition, stayed to see | (Electromaster) award. duties amply prepared to continue the | the terms of the New York Fair Trade 
him elected first paid president of the Among the prominent speakers were | Bureau’s progress and direct its pro- Act. It is not likely that the case will KA) 
EEI Further change in the internal | J. E. Davidson, Nebraska Power; Floyd | grams. He has had wide promotional | come to trial before the fall. bring 
tructure of the association was the resig L. Carlyle, Niagara-Hudson; Owen D. | experience covering many areas of the ranges 
nation of Bernard F. Weadock, vice | Young, General Electric: D. S. Young country, and has always been particu- Kansas 
president and managing dir rector, who re holm, Westinghouse; Judge Charles | larly interested in the Bureau’s activi- and 30 
turns to the practice of law. His place Appleton, General Electric; C. M. Ripley, | ties. tional 
will be filled by Major How ird S. Ben General Electric; Harris E. Dexter, Cen- Chairman of the Bureau’s Planning New Swindling Gag o% u 
nion, former assistant managing pena tral Hudson Gas & Electric; and George | Committee for 1940 will be A. L. Scaife, * 4 the fac 

Horace P. Liversidge, president of the | E. Whitwell, Philadelphia Electric. General Electric Company, who succeeds in Chicago ‘ash a 
Philadelphia Electric Company and chair L. A. Clark, Frigidaire Corporation, naw c 
man of EEI’s prize awards committee, 1939 Planning Committee Chairman. Mr. | The rising tide of wholesale buy- tric ra 
pr coented General Electric’s coveted Modern Kitchen Bureau Scaife has served as vice chairman of ing of electrical appliances has |Bfor yy 
Char A. Coffin Award to S. B. Way, the Planning Committee this year. Vice | | brought forth a slicker game in Chi- |Bysers 
presi dent of Wisconsin Electric Power Walter H. Sammis, vice president of | chairman of the Planning Committee for | | cago, according to a shriek recently |Morder 
Co. for “distinguished contributions . | the Commonwealth & Southern Corpo- | 1940 is J. Nelson Stuart, Nash-Kelvina- | printed in the Voice of the People |Bname 
to the industry Other convention prizes ! ration, has been elected Chairman of The |! tor Corporation. column of the Chicago Daily Times: entry 

We quote: , 
| “A man entered an office and 
inquired of the receptionist if he 
might see a certain person employed 
there. The individual was out at 
the time. The stranger regretted N 
this and explained he had been or 
fortunate in securing two electrical Unit 
household devices at a greatly re- 
duced price and ‘'cnew that his friend NE 
wanted one. After some conversa- ( mp 
tion the young lady offered to buy py 
the extra one for $5. She gave the conju 
man the money, but he failed to A uthe 
return with the device which he friger 
Harris Dexter, chairman Charley Swartzbaugh; W. H. Sammis, new Gerard Swope, president, General Sam Stites, Ohio | said he had left in the lower base- famili 
of EEl's commercial head of Modern Kitchen Bureau, and C.E. Electric; S. B. Way, president, Wis- Edison, and L. R. ment. We have been informed that and ¢ 
section, chins with Free- Greenwood, FEl's commercial director, consin Electric Power; and Horace Parker, Common- | this man has been working the Loop refrig 
man Barnes of G-E. all look pretty cheerful about things. Liversidge, president, Philadelphia wealth & Southern, and a number of people have been cally 
Electric Co. say hello at the victimized by him.” Work 
registry desk. ' rT 
ill 
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ardware Man Winner in 
Kelvinator Dealer Contest 


DETROIT—William Tyner of the 
-hards & Conover Hardware Company 
Oklahoma was the winner of the 
and award in Kelvinator’s “Silver 
bilee Dealer-Getting Contest,” which 
started in February and concluded 
ecently, it was announced by Henry W. 
irritt, vice president in charge of sales. 
all, 148 cash prizes are going to 
wholesale men in all parts of the coun- 
who qualified in the contest. 
Winners of the second and third na- 
nal prizes were respectively Wilbur 
fawkins of the Eastern Company, Cam- 
ridge, Mass., and Joe Pleasants of the 
irolina Sales Company, Greenville, 


vas 


winners were 
Wilbur Hawkins, the 
Company, Cambridge, Mass., 
R. Zacharias, pg Rosen 
Philadelphia, second, and Rob- 
‘rt P. Hussey, Bohman-W arne, Hagers- 
ywn, Md., third. 
East Central Region—F. T. Campbell, 
Zarle Rogers Company, Wheeling, W. 
‘a., first; W. F. Fenske, Nash-Kel 
inator Corporation, Detroit, Mich., 
econd, and F. A. Haerle, Graybar Elec 
Company, Cleveland, O., third. 
North Central Region—William N 
miyner, Richards & Conover Hardware 
corapany, Oklahoma City, Okla., First; 
R. H. Kelley, Tri-State Electric, Sioux 
‘alls, S. D., 1; O. L. Easterbrook, 
farquette Equipment Company, Peoria, 
IL., third. 
Southeastern Region- 
‘arolina Sales 
_ — 
‘lectric 
econd ; 


Regional prize 
Eastern Region- 
Zastern 

irst; W. 
ympany, 


secon 


Joe L. Pleasants, 
Corporation, Greenville, 
Raymond Ade, Graybar 
Company, Jacksonville, Fla., 
James West Durst, Moore & 
tewart, Gastonia, N. C., third. 
Dallas Region—Roy Cutsinger, 
Inc., Little Rock, Ark., first 
fucich, C. T. Patterson, New Orlea 
a. second; A. M. Westmoreland, 
ne., Little Rock, Ark., third. 
Western Region—C. L. 
Devlin-Drew Company 
O. L. Haack, Tull 
pokane, Wash., second; E 
Valker Electric Company, 


hird. 


Ferguson, 
Fresno, Calif., 
& Gite. Inc., 
W. Jenkins, 


3oise, Ida., 


irst 


K. C. Holds Contest 
For Range Users 
KANSAS CITY 
ring users and 
ranges in Kansas 
Kansas City Power 
and 30 dealers are 
tional contest 
\ unique feature of the plan lies in 
the fact that to get a crack at $8,400 in 
ash and merchandise prizes, non-users 
must call on at least two users of elec- 
tric ranges to get the ages called 
lor on the contest blanks. Likewise, 
users must call on two non-users in 
order to do their stuff and must have 
mame, address and signature on their 
entry blanks. 


In an attempt to 
non-users of electric 
City together, the 
and Light Company 
sponsoring an educa 


Norge Gets 5,710 
Unit Order for USHA 


NEW YORK- 


Company, Inc., 


The Warren-Norge 
has announced that the 
ew York City Housing Authority, in 
njunction with the U. S. Housing 
ithority has chosen Norge the re- 
gerator that will serve 5,710 
milies in the $30,000,000.C0 Red Hook 
1 Queensbridge housing projects. The 
rigerator selected of the hermeti- 
cally sealed rollator compressor type. 
ork on the developments has advanced 
a point where deliveries of these units 


as 
the 


is 
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ll start within the few weeks. 


next 
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G-E Men Talk Radio and Television 








General 


executives of the 
radio and television models, 


In a three day conierence at Bridgeport, Conn., 
Electric radio division introduced new discussed 
distribution. In the shots above: top left: J. M. Walker, Atlanta district 
manager; C. A. Priest, transmission engineer, and W. R. G. Baker, manager of 
radio and television. Top right: T. K. Quinn, president, Maxon, Inc., ad counsel, 
and Carl Snyder, general appliance sales manager. Bottom left: Ralph Cordiner, 
manager, appliance and merchandise department; Bottom center: Fred Ray, 
radio receiver sales manager. Bottom right: H. A. Crossland, television receiver 
sales manager, presenting new G-E line. 


KITCHEN PLANNING IN THE PACIFIC NORTHWEST 


SAN FRANCISCO—A questionnaire | mum and $13 as a maximum. This latter 
on kitchen planning sent out by a com- | figure involves payment of $5 for the 
mittee of the Northwest Electric Light | plan and $8 for a color scheme to out- 
and Power Association shows that of | side architects. Not all the companies 
seven utilities on the Pacific Northwest | keep a record of actual accomplishments, 
six companies maintain a kitchen planning | but records are available from two. Of 
bureau. Five of these are active in | these one reports 107 plans put into 
drawing original plans, while one utilizes | effect out of 196 drawn. The other re- 
the manufacturers’ services. Four of the | ports 100 completed jobs, with 150 plans 
companies maintain an independent de drawn. Five companies furnish plans to 
partment, while one has a department dealers free. The other company furn- 
operated by architects outside the com- ishes plans to dealers through a better 
pany. The five companies with inde housing bureau to which the dealer must 
pendent bureaus report 1,111 kitchens | belong, paying a membership fee. All 
designed in 1938 at a unit cost to the | five companies plan to continue their 
companies of $3.50 per plan for a mini- | kitchen planning activities during 1939. 


GALE PRODUCTS HOLD 
OPEN HOUSE 


GALESBURG, ILL.—Third of a cen- 
tury ago a Scandinavian named Ole 
Evinrude got tired of pushing his boat 
while fishing and invented the outboard 
motor. Last month at Galesburg, . [linois, 
one of the industries that has flowered 
from his idea held open house. 


For the manufacture of gas engine 
cylinders is closely allied to the making 
of cylinders for electric refrigerators. 
A year ago Gale Products, a division of 
the Outboard Marine and Manufacturing 
Company set up house in this _100-year 
old Illinois college town. June 7 dealers 


and the good people of Galesburg shook 


hands with L. H. D. Baker, sales man- 
ager, S. F. Briggs, chairman of the 
board, J. F. Stern, executive vice-presi- 
dent, ( P. Rossberg, manager Gale 
Division, J. E. Arms, space cooler divi- 
sion, and C. A. Thomson, refrigeration 


division. 
sprentios fanwise in small dealer ter- 


ritory, Gale makes two lines of refrigera- 
tion carrying their brand, 3, 4 and 6 


cu. ft. boxes under the name of Whitehall 
listing from $77.95 to $99.95. They pro- 
duce three sizes, 5, 6 and 7 under the 
Gale label, listing from $109.50 to $179.50. 


In addition they produce two lines of 
private label merchandise. 

New in 1938 was the Gale space Cooler, 
a plug-in type of window “ena supplying 
4 ton of refrigeration. Success of the 
space cooler, according to J. E. Arms, 


has been due as much to the fact that it 
pulls humidity out of the air as well as 
dropping the temperature. The job of 
1939 and 1940 is to acquaint dealers and 
the public with the mysteries of humidity 
and its effect on cooling. 


Firestone Carries Electrical 
Appliances 


NEW YORK—tThose §super-station 
scattered about the country in 560 loca- 
tions under the name of Firestone Tire 


& Rubber Co., are carrying private label 
electrical appliances this year. 

Some of the items on the shelf and 
also being promoted among the 2,500 odd 
dealers carrying Firestone tires are a 
food mixer at $9.95, sandwich toaster at 
$6.95, waffle iron with heat indicator at 
$3.98, toaster at $1.98, automatic three- 
slice toaster, $9.95, iron with heat indi- 
cator at $2.79, and an automatic iron at 
$3.98. Advertised brands are also being 
dipped into, a Westinghouse 1,000-watt 
automatic iron being carried as well 
Delray Silex coffee maker. 


as 


model 


Philco Radio Warms Up at French Lick 


As the picture below shows, Philco Radio and Television Corp., gathered a big 
group of interested distributors at French Lick, Ind., recently and plunged into 
the radio and television story which Philco will bring before the public. At the 


right, Sayre Ramsdell, vice president in charge of sales, tells the Philco story. 
Refrigeration and air conditioning were covered in separate convention held 
at Palm Beach in early spring. 
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THE NEWS /S OUT / 


SOMETHING HAS 
HAPPENED in the 
Food Mixer Field! 


? 


10) 





geTAles 


@ First presented at the New York 
Housewares Show July 10... 

A NEW MODEL KITCHENAID that 
is destined to “change the picture” of 
Food Mixer retailing in 1939! 

KitchenAid “Kay 3” 
MAKI 


mixers 


will actually 
NEW BUYERS of electric food 
Thousands want the features and 
the qualities offered only by a Kitchen- 
Aid. Now, at one stroke, the price of 
true KitchenAid performance has been 
cut almost in half! 

This is not a “new mixer”— it is a 
KitchenAid in every 
tinctive feature. You can readily demon- 


exclusive and dis- 


strate the outstanding difference merely 
by turning on the switch (note its quiet 
power im operation)... 


COMPLETE WITH 
, FULL VIEW 

tL, ALL PURPOSE 
TE AND BUILT- 
IN POWER UNIT 


9 


ee 
IN 0.5.4. 


Full Planetary Mixing Action: the 
beater travels around in the bowl, while 
rotating on its own axis in the opposite 
direction . . . Exact Speed Selector sets 
for definite, controlled, unvarying speed 
required . . . Built-in Power: the “Kay 3” 
not only “mixes everything,” but also 
operates all Attachments including Food 
Chopper, direct, without any extra “power 
adapter”. . . 

These are only the highlights! Get all 
the details revealing the tremendous 
consumer appeal of “A KitchenAid at 
$29.95.” Ask your distributor to show 
you the “Kay 3” SOON. And remember: 
KitchenAid offers you the only complete 
LINE of Food Mixers. You'll surely 
want to include KitchenAid in fall plans. 





THE HOBART MANUFACTURING CO., 1607 Penn Ave., Troy, Ohio 


Of course! 


OUR NAMI 
ADDRESS 
CITY AND STATE. 


We want to know ALL ABOUT the new KitchenAid retailing at $29.95. 


| You may refer this inquiry to the following distributor 
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New Airtemp Room Unit 


Top factory officials introduced the new “Cool Breeze" window unit for single 
rooms at a two-day meeting of Airtemp's national sales organization in Dayton 
Shown here with the first production model are (left to right): R. G. Buel is 1 
Wyld, engineering vice-president; B. S. Williams, general sales manager; Col. 
A. C. Downey, president, and A. R. Fors, manufacturing vice-president. 


recently. 


Hoover has $5,000,000 
Sales in 50 Days 


NORTH CANTON, O.—In the re- 
cent sales contest held by The Hoover 
Company of North Canton, Ohio, to cele 
brate the production of the five millionth 
Hoover, many records of its 32-year 


‘old history were broken. 


The quota set was $5,000,000 worth 
of cleaners in 50 days. This quota was 
exceeded by $122,940 by the end of the 
contest 

Early in the drive the sales force set 
a new all-time record for weekly sales, 
but this new record was broken during 
the final week, when the world-wide 
sales organization rolled up the greatest 
total of any week in any year in Hoover 
The sales in the United States 
and Canada alone for that week were 
well over a half-million dollars. 

Hoover organizations from all over 
the world, from England to Australia, 
joined to shatter previous records. In 
the United States fourteen other all- 
time records were set in the final week 
of the contest, in various major 
organization. 


history. 


sales 
branches of the 


This Easy Window Won Prize 
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Milwaukee Wars on 
Catalog Houses 


han $50 
500 to 


On the warpath for a long time | 
been the Wisconsin Radio, Refrigerat 
and Appliance Association of Milwauke 
Bete noire of its existence is the cata 
house that sells retail, flooding commu 
ties with phony dealer catalogs. A i 
nounced by the association this mor 
has been a list of manufacturers w 
promise to cooperate with the 
tion in keeping their merchandise fr 
catalog houses 


assocy 


General Electric Company, New Y« 


Westinghouse Elec. & Mfg. Co., 
Pittsburgh, Pa. 

Procter Electric Co., Philadelphia, | 

National Enamel & Stamping Co 
pany, Milwaukee. 

Edison General Electric Appliance ( 
Chicago, Ill. 

Landers Frary & Clarke, New Brita 
Conn. 

Manning Bowman Co., Meridan, Cor 

McGraw Electric Co., Elgin, Ill. 

Hamilton Beach & Co., Racine, W 

Chicago Flexible Shaft Co., Chicag 


Ill. 





B, 


CHIC 
engag 
me 


In a recent Easy-Oxydol window display contest conducted among dealers of the speed 






Easy Washing Machine Company, Syracuse, N. Y., this Alamo Street window of 
the Joske Bros. Co., San Antonio, Texas, won first prize of $250. Joseph H. Reich 


WTN 


Journ 


of Joske's was responsible for the display. gare g 
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S5ROUP BUYING HIT BY 
ISCONSIN LAW 


“HICAGO—Beginning July 1, the heavy 


houlder of Wisconsin purchasing agents 
ho have the yen to buy merchandise 
other than their own) at wholesale 
mrices for employees and friends. Stiff 
mines penalize violations of the statute. 
im Declares the law: “No person, firm or 
Morporation engaged in any enterprise in 
his state shall by any method or pro- 
edure directly or indirectly by itself or 
hrough a subsidiary agency owned or 
ontrolled in whole or in part by such 
erson, firm or corporation, sell or pro- 
ure for sale or have in its possession or 
nder its control for sale to its em- 
jloyees Or any person any article, mate- 
ial, product or merchandise of what- 
o ever nature not of his or its own 
yroduction or not handled in his or its 
egular course of trade, excepting meals, 
andy bars, cigarettes, tobacco and ex- 
epting such specialized appliances and 
varaphernalia as may be required in said 
nterprise for the employee’s safety or 
ealth, and excepting fuels when such 
is paid for by deduction from the 
mployees’ pay checks. A provision for 
s sub-section shall not apply to lumber 
yroducers and dealers nor to any coop 
rative association organized under 
hapter 185.” 
Fine of not less than $100 nor more 
han $500 shall be levied for first offense, 
500 to $1,000 for second offense 


Meets His Match 


As an appliance salesman, Pat Kluem- 
pers of Fairbanks, Morse, St. Louis is 
“tops."" Recently, however, he ran into 
some competition which was more than 
a match for him as the picture shows. 
The snapshot was taken at the Lake of 
the Ozarks where Pat Kleumpers and a 
group of other sales representatives were 
vacationing. Included in the group were 
Frank Kluempers, Dick Matthews and 
Eddie Rauschkolb of Fairbanks, Morse 
and Company, and Arno J. Schmidt, 
promotion mgr. of the Dexter Company. 


BARTON WASHER ON AIR 


HICAGO—A radio program has been 
engaged by the Barton Corporation as 
means of publicizing its Controla 


: speed feature beginning in June. Station 


VTMJ owned by the Milwaukee 
uurnal is handling the broadcast which 


i : : 
Hare given three times weekly, Monday, 
- 


ednesday and Friday. 
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Launds oY ( i5 an 


WASHES EQUALLY WELL 
USUAL LOAD OR HEAVY PIECES 











Automatic Laundry Queen-Model 94 
Other Gleaming All- $39" 


White Models Start- 


Also 2 Gas Engine Models, and 2 lroner Models 


_ 
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"LOW PRICE COMPETITION® 


~Talk 2-Way Washing 


Automatic: Laundry Queen Washers with 5 Models starting 
at $39.95 enable you to meet any competition. When a 
Washer prospect walks into your store you can usually close 
the sale—even if it's a question of price alone. But there are 
times when competitive prices seem to have no bottom. That's 
when you save the day and make the sale—if you are ready 
to talk "2 Way Washing.” 


No Mail Order House or 
Other Low Price Competition 
Can Offer This Feature 


The invertible DUO-DISC Agitator gives "2-Way Washing 
in One Tub.” It makes a demonstration few housewives can 
resist. Submerge the agitator for usual loads and show the 
prospect how the Automatic Laundry Queen delivers all that 
any other washer can offer. Then put in heavy blankets, quilts 
or rugs and invert the agitator. Show how "top-water agita- 
tion" washes these heavy pieces faster—and better. 

You'll stop losing sales to "Price Competition." You'll start 
making profits instead of trading dollars. We will be glad 
to supply you with actual figures of what other dealers have 
done—with "2-Way Washing" and Automatic copyrighted 
Sales Plans. 


Write today for the Automatic 
Laundry Queen Dealer Proposition 


AUTOMATIC WASHER COMPANY 


228 W. Third St. Newton, lowa 





IN ONE TUB 




































Westinghouse Opens New Dallas House 


ee 


PROGRESS 


PARADE CONTINUES 


ONE OF MANY 


WITH COMB 
AND BRUSH 


INSIDE 


THE SUCTION 
CHAMBER 









® Progress, alone, offers this unique cleaning principle. 
It insures Positive Action on all carpets—removes lint and 
deeply imbedded dirt. 


The “Pontoon Design” keeps nozzle always in the correct 
cleaning position and permits getting under low furniture 
without loss of efficiency. 


it 











cw 


ust 
AN EXCLUSIVE PROGRESS FEATURE THAT WILL Above is the new building of the Westinghouse Electric Supply Company recently count 
MAKE EVERY HOUSEWIFE STOP, LOOK AND LISTEN opened in Dallas, Texas. Twice as large as the one just vacated, it represents the : 
modern note in the electrical supply industry. In the center is a partial view of ional 
the major appliance display which has over 2,200 square feet of floor area. At in po 
bottom is the demonstration electrical kitchen which provides an appropriate : 
background for the display of appliances. gio ste 
Whe 
Fores 


NEW HEADQUARTERS FOR Ther 
DALLAS WESTINGHOUSE SUPPLY 








U.& PATENT NO. DALLAS—Steadily increasing business | a complete “Store Within A Store” is 


volume has resulted in the Westing- maintained at the city counter. In this 

house Electric Supply Co. of Dallas | “Store” broken packages of wiring sup- 

r moving to a new location at 401-11 | plies, lamps, radio tubes, and_ small 
SEND FOR LITER ATURE DE SCRIBING Griffin Street, R. G. Berle, Southwestern | appliances are kept. Approximately 


THE MANY OTHER FACTORS RESPONSIBLE district mgr. announced recently. 2000 items are regularly stocked in this 


This new building of the Westinghouse department. 


FOR PROGRESS' GROWING POPULARITY Electric Supply Co. is over twice as One of the finest features of this new 








large as the one just vacated. Enclosed building is the merchandise display roon 
shipping docks accommodate three trans- | Over 2200 square feet of floor area is 
port trucks at a time while a receiving | devoted to the display of household ap- 
Me PROGRESS VACUUM CORPORATION dock with railroad siding and truck | pliances and Commercial Refrigeration 
facilities aid in ghe handling of incom- | Equipment. A complete electric kitchen 
ing materials. with all equipment connected and read 
EV E % A N 19) 7 - - on ms @) 4H [ 0 Fast elevators speed up shipping oper- | for demonstration provides an appro- BNOVI 
. . ations on regular orders for standard priate background for electrical mer FULL 
packaged material, while for rush orders | chandise. ATEN 


END! 


M 
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OIL HEATERS| 
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HE Stosailmaf NEW OIL HEATER 
With foese-forced HEAT AT FLOOR LEVEL 


ust as we predicted, leading distributors and dealers—-keen merchandisers the 


Fan-Forced Warmth. 
It's the last word in 
4 re ee scientific heating. 
jcountry over—agree on the truly amazing sales possibilities of these sensa- 
tional new Evanoil Forced-Aire Heaters. No other heater has climbed so fast 
ta’ . e ° 
}in popularity—and none can give you so many new and revolutionary features ] E 
to step up heater sales this fall! 
| Where can you find an, feature in any heater to compare with Evanoil’s Fan- 
iForced, Floor-Level Heat? It simply can’t be done! And talk about fans! : 
TI : c ; ; Absolutely Silent. So 
phere again Evanoil offers you a matchless feature — the marvelous new quiet you can't hear it 
Silent Synchro-Float Fan that circulates heat in run. 
winter and refreshing air in summer. Easy to 
tore” is é demonstrate and easy to sell. 
In this 
ng sup : . . . 
small All. burners are oversize and are equipped with Oil 
cimate ‘ . + . 
in this ér Pilot. Every model has a reserve capacity 
» . . . ° ' 
above,rating. All parts are fully enclosed within Smart Styling. It's 


his ne “ey A ica’ 
; . . : merica's most beau- 
y roon lovely cabinets. Four beautiful Forced-Aire models tiful heater 


a 0-0 — Ps ~—four Standard DeLuxe models—for luxurious, 


Ge chen I — low-cost oil heating of one to six rooms. 
d ready § Let Evanoil’s sensational features and unequalled EVANOIL DIVISION, EVANS PRODUCTS CO. 
mer. Been SeATenES sales plan put you in the big money this fall. Mail Dept. 30, Detroit, Mich. 


met BFULLY PROTECTED < 3 
Send full information on Evanoil “Forced-Aire” Heaters and Sales Pr: 
ATENTS GRANTED the coupon. motion Plan. ze 


ENDING. 


Evanoil gives you an all-star cast of heater features. 


(0 Dealer Franchise (0 Distributor Franchi: 


MAIL CONDON TODAY 9.) [ates 
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VACUUM "CLEANER 
NOR E@) <e0 
OF BVGRY| TYPE 


trom tiny elaas 


: _ 
like this p to big ones 


Ir was back in 1915 that this company’s motor engineers 
introduced new principles of vacuum cleaner motor design 
which put an end to the industry’s early motor troubles 
and cleared the track for progress. 


Since that time many new sizes and types of portable 
vacuum cleaners have been developed—and in the devel- 
opment of these new models many vacuum cleaner manu- 
facturers have turned to this company for the solution to 
their motor problems. 


Today, as a result, this company is producing vacuum 
cleaner motors in sizes ranging from tiny 2-lb. motors 
used in the smallest household cleaners to big 35-lb. mo- 
tors used in large, poitable stage-type cleaners for hotel, 
apartment and garage service. 


Today, also, as in the past, manufacturers are drawing 
upon the long experience of this company’s engineers to 
assist them in developing new and improved types of 
vacuum cleaners which will contribute to the industry’s 


further progress. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 


universal motors to the improvement of their products. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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DISTRIBUTORS 
APPOINTED 


Barlow & Seelig: N. S. C. Distribut- 
ing Co., Charlotte, N. C. to handle the 
North and South Carolina; 
Plymouth Electric Company, New 
Haven, Conn., for the state of Con- 
necticut; General Merchandise Limited, 
foronto, Canada for the Providence of 


Ontario. 


American Record Corp: Time Appli- 
Company, New York City to 
distribute Columbia, Brunswick and 
Volalion records in the metropolitan 


| territory. 


Proctor Electric Company: Ballou, 
Johnson & Nichols, Providence, R. I., 


| to serve Providence and surrounding 


areas. 


Gibson Electric Refrigerator Corp: 
Frank M. Brown Co., Portland, Maine: 


H. I. Sackett Electric Co., Buffalo, 
N. Y.; Raybro Electrical Supplies, 
Tampa, Fla.; Shelley’s, Miami, Fla.; 


Rasmussen Equipment Co., Aberdeen, 
S. D.; W. M. Boland, Rapid City, S. 
D.; Easy Housekeeping Co., Denver, 
Colo.; Modern Appliance & Supply 
Co., New Orleans, La.; Granite Furni- 
ture Co., Salt Lake City, Utah. 


Evanoil Division, Evans Products 
Co. (oil heaters): Listenwalter & 
Gough, Inc., Los Angeles; Baltimore 


Gas Light Company, Baltimore, Md.; 
Joseph Strauss Company, Buffalo, 
N. Y.; Herr & Company, Lancaster, 
Pa.; Electric Supplies Dist. Company, 
San Diego, Calif.; Townley Metal and 
Hardware Company, Kansas City, 
Mo.; Kretschmer-Tredway Company, 
Dubuque, Ia.; Hunter Brothers, Fay- 
etteville, N. C.; Janney-Semple-Hill 
Company, Minneapolis, Minn.; Jacobi 
Hardware Company, Wilmington, N. 
C.; Howden Coal & Oil Company, 
Savannah, Ga. i 


Leonard Division, Nash-Kelvinator 
Corp: Roskin Distributors, Inc., 
ton, Mass., for the Boston area on 
Leonard refrigerators. Also eastern 
Mass. and southern New Hampshire. 


30s- 


Stewart-Warner: Steifvater Electric 
Co., Utica, N. Y.—distribution ex- 
panded to cover 13 additional counties 
in central New York; R. H. Kyle & 
Co., Charleston, W. Va. on radio only. 


Andrea Radio Corp: Trilling & 
Montague, Philadelphia, Pa. on tele- 
vision sets. 





G-E Has New Commercia 
Refrigeration Distributor 
In N. Y. 


NEW YORK—The first distributor o 
General Electric commercial refrigeratio: 
equipment to be appointed since G-] 
combined its commercial refrigeratior 
and air conditioning activities is Natha1 
Straus-Duparquet Inc., of New York, one 
of the oldest and best known institutiona 
supply houses in the country, it has beer 
announced by Stuart M. Crocker, man 
ager of the G-E air conditioning depart 
ment. The organization has been fran 
chised to serve exclusively the five New 
York City boroughs, Long Island, and 
the counties of Westchester, Orange 
Rockland, Dutchess, Ulster, Putnam, and 
Fairfield, thus blanketing the New York 
marketing area. The appointment es 
tablishes in the territory a third line of 
distribution of G-E products, the others 
being air conditioning and home appli 
ances. Commercial refrigeration prod- 
ucts were formerly handled by Rex Cole, 
Inc., G-E appliance distributor. 





PAUL HUNKER 


President of Nathan Straus-Duparquet 
is S. R. Sperans, and Paul Hunker is in 
charge of sales of commercial refrigera- 
tion equipment. Mr. Hunker, separately 
from. his responsibilities with Nathan 
Straus-Duparquet, will represent the 
General Electric commercial refrigeration 
section in New York on all factory ac- 
counts. For the past three and a half 
years he has been sales manager for the 
same line with Rex Cole Inc., and prior 


| to that was associated with the G-E ap- 


pliances and merchandise department at 
Cleveland for two and a half years, and 
with R. Cooper Jr., G-E distributor in 
Chicago, for four years. 


New Speed Queen Distributors 





When the N. S. C. Distributing Company of Charlotte, N. C. signed up recently 
as distributors for the Barlow & Seelig Co., manufacturers of Speed Queen 
washers and ironers, they got together and posed for this picture. 
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Western 


NEWS FLASHES 


P. C. E. A. Get-Together at Pasadena 





George Lewis, managing director, Rocky Mountain E. L.; G. E. Hitchner, presi- 
dent, Pacific Coast E. A.; and Leroy A. Grettum, president, N.W.E.L. 
Baker, Ore. 


& P., 





Dave Harris, G-E Supply Corp.; P. M. Downing, vice-president, Pacific Gas & 
Electric; and A. F. Moriarty of the Central Arizona Power & Light, Phoenix. 





















Davis DeBard, Stone & Webster commercial manager; Bill Cranston, Jr. of Ther- 
mador Electric and vice-chairman, Business Development P. C. E. A.; and Bob 
McFadden of So. Cal. Edison. 


George Barker, manager, Pacific Coast Electrical Bureau, No. California division; 
with Kenneth Ryals, president, Electrical Contractors Association of No. California. 
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A Westinghouse roaster at $3 down 
and balance in 


Southern California Edison Company 
and cooperating dealers. 


a = 


A Summer Cookery Campaign is 
under way as a joint utility and dealer 
enterprise in Montana. The drive, 
which involves two hot plates, a 
roaster and a portable electric range, 
will start on June 19 and end two 
months later on August 19. 
strations of the 
roaster are planned both for 
floors, by utility home service advisors, 
and in the home, by salesmen. The 
intensive advertising and sales promo- 
tion campaign involves a program of 
newspaper advertising, plus the 
nishing of window banners and floor 
display cards to cooperating dealers. 
Outdoor advertising displays are used 


twelve monthly pay- | 
ments is early summer special for the | 


Demon- | 
portable range and | 
sales | 


fur- | 


by the power company in nine of the | 


principle cities of Montana. Refrigera- 


tion and water heating also came in | 
advertising in | 


for some promotional 
Montana during June. 


* * * 


Electric water heaters to the number 


of 157 were sold by dealérs in Idaho 
Power Company territory during the 
nine weeks of the recent “Beware the 
Dictators” campaign. During the same 


period utility salesmen sold 305 units, | 


making a total for the drive of 462. 
* * * 


The Utah Power and Light Com- 
pany has recently installed a new 
model electric kitchen in its Salt Lake 
store. 
it daily for a limited period. 


E. G. Stahl, sales manager, San Joaquin 
division of Pacific Gas & Electric. 


Customers were invited to view | 


W. W. Glosser, Hubbard & Co., Emeryville, Cal., is the new president of 


New metropolitan sales manager on 
appliances for the Westinghouse Sup- 
ply Company in San Francisco is J. T. 
Templeton, former partner of the firm 
of Colvin-Templeton, San Francisco 
distributors of Westinghouse refriger- 
ators. 

* * ~ 

The “Timeplan” financing offered to 
California electrical dealers by the 
Bank of America has been receiving 
some intensive promotion since the 
beginning of June. Publicity aimed 
at dealers and customers alike points 
out the advantages of the facilities 
offered by the bank’s 491 California 
branches, backed by an elaborate and 
carefully planned cooperative advertis- 
ing and merchandising service. The 
Southern California Edison Company, 
the Nevada California Electric Corp. 
and the San Diego Consolidated Gas 
& Electric Company have announced 
their participation in the plan and have 
drawn up schedules of Timeplan in- 
stallment payments for distribution to 
their cooperating dealers. 


* * * 


In Santa Cruz, Calif. the Coast 
Counties Gas & Electric Company 
have been giving demonstrations of 
electric roasters on the company sales 
floor, and before farm center groups. 


* * * 


Out in Whittier, Calif. Irwin and 
Bellah, electrical dealers, have opened 
up a branch store in the West Whittier 
Blvd. district. 


* * + 


Distribution of Ironrite ironers in 
the Pacific Northwest territory is now 
in the hands of Harper-Meggee Co. of 
Seattle and Spokane. 


* * * 


San Diego, Calif. enjoyed its third 
annual Spring Fair with an attendance 
placed at 65,000 for the event. This 
was slightly less than the figure for 
last year, but exhibitors report the 
largest immediate and potential busi- 
ness yet realized from such shows. 
Decoration, entertainment and 
dling of crowds were all 
masterly style. Interest in 
was such that there was standing room 
only for those participating, four late 
comers failing to get space for exhibits. 
The Bureau of Radio and Electrical 
Appliances of San Diego County, Clark 


show. 


* * * 











June 26 to July 1 is the period set 


for the annual midsummer 
Merchandise Mart at San 
with a radio and appliance 
one of the features. 
vision receivers are to be shown 
the first time to the trade. Fluorescent 
desk and table lamps are promised in 
the lamp showings, as well as new 
models in all household appliances. 


Francisco, 


P. C. E. A. Here he is being congratulated by Victor W. Hartley, P. C. E. A.'s 


managing director. 
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Chamberlain, manager, sponsored the 
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READ WHY 


ARE MANUFACTURED BY 


Al Responsible Company 


| 


CONCO’S THE 
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FULL... 


IN STOKERDOM’S 


A record of 32 years 
of business integrity 
and experience in 
the construction of 
smachinery and 
equipment is behind 
the Conce Stoker. 
Our Corporation is a 
Division of . BD 
Conkey & Company. 
We invite your refer- 
ence to Dun and 
Bradstreet as to our 
financial stability. 


COUPON REQUEST FOR FULL INFORMATION 
Conco-Sampsel — Please send us full information concerning the Conco Stoker 


franchise, and have your representative call on us. We handle ... 


make of stokers at present. 


Name of individual 
Firm name 
Address 

City 


PROFIT LINE IN 





“THIRTY-NINE” | 


JULY, 


A dealer-salesman range and water 
heater contest sponsored by the In- 
land Empire Electrical Equipment As- 
sociation occupied two months of the 
early summer in Spokane, Wash. The 
event was staged in three periods, 
grand prize being award of a free trip 
to San Francisco for the salesman 
with high record in electric range and 
water heater sales. 


* * * 


An electrical dealers’ “Free Range 
Contest” was recently announced in 
advertising of The Palace, Spokane, 
Wash, department store. Contestants 
must apply at dealers’ stores for entry 
blanks. An electric range is the offered 
prize. 

. *« = 


The Portland General Electric Com- 
pany since its withdrawal from the 
direct merchandising of electric appli- 
ances, has discontinued offering the 
kitchen planning service to all cus- 
tomers, but it maintains a service for 
dealers on request and it helps the 
dealers sell the idea of planned 
kitchens. 


* « * 


Distribution of prospects to Port- 
land, Ore. dealers under the dealer co- 
operative plan instituted by the Port- 
land General Electric Company is on 
the basis of the number of salesmen 
the dealer emnoloys. Check is made 
on all prospects 15 days later and if 
the prospect remains unsold, though 
still in the market for an appliance, 
the name is turned over to a new 
dealer. Most of the prospects come 
from the “connect” department which 
contacts new home owners and build- 
ers at the time of their signing on for 
service. 

* ad * 

Voted outstanding voung business 
man in the city of Boise, Idaho by the 
Junior Chamber of Commerce of that 
city was Donald Baird, a member of 
the sales staff of the Idaho Power 
Company. 


x « * 


Los Angeles Bureau of Power and 
Light employees are enabled to pur- 
chase electrical appliances through any 
dealer and to have their purchases 
financed through their Emplovees’ As- 
sociation Appliance Fund. From an 
electric iron to a range, the appliance 
committee lends the amount of the 
purchase price at a low interest rate. 
the amount to be paid off by small 
monthly payroll deductions. Profits 
on the transaction go to the Relief and 
Benefit Fund. 


* * * 


Nineteen bovs from the high schools 
of the Los Angeles district were guests 
of the Bureau of Power & Light dur- 
ing one day of Boys’ Week. They 
visited all departments of the work. 
ate an electrically cooked lunch and 
listened to a skit on electric cooking 
prepared by W. G. Clary and C. H. 
Hill. 


* * * 


Dealer sales in Pueblo, Colo. show 
a 30 per cent increase over those of 
the first quarter of last year “because 
of extensive cooperative advertising 
and sales meetings conducted by the 
local chapter of the Rockv Mountain 
Electrical League,” according to presi- 
dent Fred H. Voss of the D. Z. Phillips 
Music Company, quoted in a League 
bulletin. 


* * * 


One 60-watt, one 75-watt. three 100- 
watt and one 150-watt bulb made up 
the “handy carton” offered by the 


Utah Power and Light and dealers 
in their early summer lamp drive 
Other assortments, of course, were 


also available. Home lighting, cook- 
ing, water heating, irons, table cook- 
ery, refrigeration, water heating and 
small apnliances were all on the Utah 
company’s June advertising schedule. 
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w= fifty-six active years in the electrical and therefore easier to sell. Furthermore we buy 
business behind him, it is interesting to all of our appliances from one friendly company 
note what Mr. E. A. Barnes has to Say about the ... from one friendly representative. Any diffi- 


we General Electric Company. culties or minor problems that have to be 
~ 3 straightened out are done so quickly and easily 


. “Ia all the years I have been connected with the 
business of handling, installing, building, de- 
signing and selling electrical equipment of 


cern. Each one of their appliances is superior another . 





e A 
BARNES 
APPLIANCES © 


@ Mr. Barnes calls constant attention to his store 
with this attractive illuminated sign. 
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with one man. This facilitates financing, too. 
And last, but not least, stocking the full line 
every sort, I have made up my mind to one 8iVeS Customers greater confidence in us. When 


thing—the General Electric Company is head they buy a G-E appliance they know that they 
and shoulders above every other electrical con- will get reliable, A-1 service. One article sells 


. and that’s good business.” 





MR. E. A. BARNES, well-known Ft. Wayne 
G-E full line dealer, started in the elec- 
trical business in 1883. Became associated 
with Thomas A. Edison in 1884. Installed 
all Ft. Wayne Co. electrical machinery in 
the Electricity Building of the Columbian 
Exrsition in 1893. For many years Super- 
intendent of one of the country’s largest 
electrical plants. 
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HERE’S HOW G-E DELIVERS MORE CUSTOMERS TO 
DEALERS THAN ANY OTHER ELECTRICAL MANUFACTURER 





























@ (Left) Handsome, well- @ (Center) Well-equipped delivery and ranges form the back- 
arranged, sales - building and service trucks keep the Barnes bone of Mr. Barnes’ busi- 
displays contribute to the Company in constant touch with ness. He has them display- 
success of the E. A. customers. From left to right, ed to best advantage 
Barnes Company. Homer Roy and Russell Grove. , ‘ 


@ (Right) Refrigerators 
















































ba General Electric has the General Electric has the 3 America spends more 
‘. widest and most com- biggest advertising ap- money for G-E merchan- 
a plete line of electrical prod- _propriation in the electrical dise than for any other elec- 
Fy ucts for the home. industry ... trical brand. 

oy 


REFRIGERATORS © RANGES © ELECTRIC SINKS © DISHWASHERS © WASTE DISPOSALLS ¢ WATER HEATERS © ROASTERS © COFFEE MAKERS © TOASTERS © MIXERS 
IRONS © FLATPLATE IRONERS © WASHING MACHINES © OIL FURNACES ¢ ELECTRIC HEATERS © RADIOS ¢ CLEANERS © SUNLAMPS © CLOCKS « ROOM COOLERS ¢ FANS 





| HoT NEWS! 


For Cleaner Profits 
-E Cleaner offer is 
catch the roving 


eye of summer bargain 4 
Call your General cmssoneng 
tributor about this summer bus! 


ness getter. 


@ A special G 
being made to 
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Can you aff 


CORDIT 


—at your Repair Counter? 





Here are 
some of the 
Corditis-Free 
Belden Cords 
you can sell 

every day 


Belden All- Rubber Service Exten- 
sion Cords—6, 10, and 18-ft. cords 
with Underwriters’ Donut Label. 


Belden De Luxe Heater Cord Set 
with Belden “Cordlife” Appliance 
Plug—so good it’s permanently 
attached. There are seven other 
approved heater cords in the 
Belden complete line. . 


Belden Replacement Lamp Cords. 
Ready to attach. In 7-4, 12, and 
18-ft. lengths. 


—AND MANY OTHERS—Ask 
your jobber. 





Dangerous old-fashioned cords and 
plugs don’t belong in your modern 
repair department. They give poor 
service to your customers — causing 
trouble and loss of good will. They 
also rob you of a fair profit because 
they have to be sold so competitively. 


Belden Electrical Cords are free 
from Corditis troubles. Their unusual 
features give you plus values. They 
have ready acceptance because of 
long, consistent advertising. They 
make possible fair profits. 

You can’t afford to tolerate Corditis. 
Sell the complete, trouble-free line 
of Belden Electrical Cords. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, III. 


*CORDITIS—a dangerous disease of electrical 
cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental irrita- 
tion and violent nervous disorders among 
electrical appliance users. 


Appliance Cord Sets approved by Good House- 
keeping Institute, listed as standard by Under- 


writers’ Laboratories, Inc., 


and certified by 


Electrical Testing Laboratories. 


belden 


ELECTRICAL CORDS 





1,000 Dealers Hear Proctor Iron Story 


To introduce the new Proctor ‘Never- 
Lift" iron in the Philadelphia territory, 
Proctor Electric Company staged this 
dinner recently—one of the biggest 
dealer turnouts in the history of small 
appliance promotion. Sales manager 
Charles P. Culbert ran the meeting and 
the dealers responded with enthusiasm 
to the marketing plans on the new iron 
which will sell at retail for $12.50. 


Globe American Expands 
Range and Heater Divisions 


KOKOMO, IND. 
eral program of expansion the Globe 
American Corporation, Kokomo, Ind., 
will market complete new lines of 
“Dutch Oven” ranges for electricity, 
gas, coal, wood, and combinations of 
these fuels. Also included in the new 
program are heaters for coal and oil. 

In line with the expansion, Alden 
Chester, general manager of the corpo- 
ration, has announced three additions to 
his executive sales staff. Pierre L. Miles 
has been elected a vice-president. George 
Boeddner is a special account executive. 
Russell Ray becomes’ merchandising 
manager. 

B. B. Turner continues as sales man- 
ager of the coal and oil appliance depart- 
ment, and E. A. Maple is sales manager 
of gas and electric appliances. 


Announcing a gen- 


A Negro mammy sings while she irons 

with the new Proctor “Never-Lift’’ iron— 
one of the skits from the big Philadelphia 

meeting. 

Apex Pays Dividend 

C. G. Frantz, president of The Apex 
Electrical Manufacturing Company, 
Cleveland, Ohio, has announced that the 
directors have voted a dividend of $2.00 
per share on the prior preferred stock of 
the company, $1.75 being payment for the 
current quarter; and 25¢ on the arrear- 
age, payable July. 1, 1939, to holders of 
record June 20, 1939. 


Dulux Goes on Displ 


ay at Atlantic City 


ins 


Celebrating the sixth anniversary of Dulux refrigerator finish, the Du Pont Com- 
pany staged a complete refrigerator show at Atlantic City recently, from June 5 
to June 19. Many well-known makes of domestic and commercial refrigerators 
were on display and large crowds inspected the features of the latest models— 


and incidentally were well sold on Dulux. 
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LOOK!...A heater folks 


will buy 


Here’s a heater you can sell 
in shirt-sleeve weather— 
because it’s got something 
people want all summer long! 
Duo-Therm’s amazing new 
Power-Air* has a ‘“‘keep 
cool’’ story as well as a 
“keep warm” one! 


in 


JULY! 





KEEPING COOL 
| W174 A HEATER/ 








iil IMAGINE is 














The "Keep Cool” Story: In torrid weath- 
er, Duo-Therm’s Power-Air stirs up a 27- 
mile-an-hour breeze! It floods the room 
with the cooling comfort of active, circu- 
lating air! 














The “Keep Warm” Story: In winter, 
Duo-Therm’s Power-Air banishes hot ceil- 
ings and cold floors—drives heat all through 
the house—gives the same positive forced 
heat as the modern basement furnace! 














Money in your sock—right now! 


UO-THERM’S summer comfort story 
means that you can start tucking 
away heater dollars just as soon as you can 
grab your order book and pencil! Not next 
fall, or next month—but right now! 
And—here’s more of the greatest “Buy 
now” story a heater ever had: 


A honey of a finance plan! 
Duo-Therm’s new finance plan lets you tell 
your prospects: ‘‘Pay only 10% down! En- 
joy the cooling comfort of your Duo-Therm 
all summer—and be set for the greatest 
heating comfort you have ever known when 
winter comes!” 

That’s something you can use on the 
holdouts—to make ’em quit holding out— 
and buy! 


Get a running start! 


You can get your heater sales rolling months 
ahead of time, with Duo-Therm—and be sit- 


New “‘Year-Round’”’ 


DUO-THERM 


Fuel Oil Circulating Heaters 
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ting in the driver’s seat from start to finish! 


Last year, with a list of features headed by 
the patented Bias-Baffle Burner, and the 
Imperial circulating heater, Duo-Therm out- 
sold the next-best-selling heater almost 2 to 1! 


This year, Duo-Therm gives you a brand 
new winner—backs it with the biggest ad- 
vertising and sales promotion campaign in 
the industry—and in addition, gives you 
the greatest new selling feature in heater his- 
tory—Power-Air! (Don’t confuse with fans 
used in ordinary heaters.) 


We’re adding summer to your selling season 
—a new punch to your heating story—extra 
dollars to your heater profits! 


Get the facts on the Duo-Therm franchise 
—today! See your Duo- 
Therm distributor, or 
write, wire or phone us. 


Now! *Patent applied for 


Name 





CASH IN ON DUO-THERM’S 
FLOOR-TO-CEILING COMFORT! 
COMPARE THESE ACTUAL RESULTS! 





TOO HOT HERE 95° 





COLD HERE 62° 








Ordinary heaters send heat up—where it 
“loafs” on ceiling. Result: floors are drafty, 
chilly—ceilings are hot. Note the actual 
figures! (Tests made in a standard home.) 














Duo-Therm’s Power-Air forces ceiling 
heat to ‘‘move on’’—forces it down—puts 
it to work on the floors! Note the even, 
uniform heat obtained in actual tests! 











(-——— TEAR OUT AND MAIL—TODAY! ——— 


DUO-THERM DIVISION, 
Dept. E-97, Motor Wheel Corporation, Lansing, Michigan 
Give me the facts on the new Duo-Therm heaters—fast! 





Street _— 








City adiasiind 


State 








Distributor 





Candles on Phil Malvin's 
Cake 


Hamala New Ad Manager 
for Premier 


HEY 





AKE Money 
THESE 


‘ar * clling Hid 


for Oil Burning ae Heaters 


for4S0 


R. B. Wilson, vice president of Electric 
Vacuum Cleaner Company, recently ar 
nounced the appointment of E. A. Hamala 
| as advertising manager of this company. 
Hamala succeeds W. F. Conley 





y, who has 

joined the Cleveland staff of Beaumont & 
Hohman, Inc., advertising agency. 

Edward Hamala was born thirty years ; 
ago in Brooklyn, New York, but his 7% 
entire business career has been in Cleve- 
land. For the last twelve years he has 
been employed in various capacities by 
the Apex Electric Manufacturing Com 
pany, in Cleveland. Beginning in the 
printing department he was transferred 
after two years to the inspection depart- 
ment and after another two years to the 
engineering department. His growing in 
terest in advertising led to his final trans- 
fer to the advertising department. For 
six years he worked in this department 
the last few years as an assistant to the 
sales promotion manager. 





A-P Electric “ Auto-Heat”™ 
Top Unit 


A-P “'Oilifter” 
Fuel Feed 





A three weeks’ layoff from his cutting 
job in a tailoring establishment changed 
the whole life of Phil Malvin whose firm, 
the Midwest Appliance Parts Company 
of Chicago is just celebrating its tenth 
birthday. To fill in time Phil started sell- 
ing vacuum cleaners, and to his amaze- 
ment discovered he had the knack and 
made more money than he had ever 
dreamed of in canvassing for Eureka 
cleaner. Opening his Chicago business 
in 1929 as an agency for vacuum clean- 
ers and furniture, he saw the business 
swing into a nationwide parts distrib- 
uting outlet. 


A-P Constant Level 
Oil Control 


A-P Electric “Auto-Heat’’ Top Unit - 

a packaged sales unit adds Auto 
matic Temperature Control to Space 
Heaters. Anyone can install it easily 
in a few minutes time. Just fasten the 
Auto-Heat” Top to A-P Man 
ial Control on Heater, wire through 
transformer to attractive Wall Thermo- 
stat, Governs temperature accurately 
with less than 2° variation from 
Thermostat setting 


A-P “Oilifter’ — Mounted in place 
of Manual Control—draws fuel from 
remote bulk storage tank and meters 
it accurately to burner for any de- 
sired heat. Fuel Supply can be 3 
floors below or 300 feet away from 
heater. Avoids fuel handling—elimi- 
nates need for fuel tank on Heater. 
A great convenience—inspires Multi- 
ple Heater Sales for homes, schools, 
halls, Tourist Camps, etc. 


Electric 





A-P Constant Level Oil Control used on the majority of lead- 
ing Oil Burning Appliances, opens the way to faster Heater 
Sales through efficient fuel control and the addition of Auto- 
matic Temperature Control and Remote Fuel Feed 


EDWARD HAMALA 


Evans Puts Space Heaters on Wheels 





These famous Oil Burning Appliance Manufacturers RECOMMEND 


A-P Controls. See their latest products on display. 





Name and Address 











Display Location 


Booth or Room No. 


A an Range Corrs Shakopee, Minnesota 
A an Stove Co American Furniture Mart Space 517 
Anchor Stove & Range Co., In New Albany, Indiana 
Associated Oil Burner Co Hartford, Connecticut 
Aut Works National Stock Yards, Illinois 
Stov Philadelphia, Pennsylvania 
The Cleveland Co-operative Stove Co American Furniture Mart Space 520 
ole Hot Blast Mig. C American Furniture Mart Space 540-B 
The Coleman Lamp & Stove Co American Furniture Mart Space 539-B 
vopper-Clad Malleable Range Co St. Louis, Missouri 


Dixie Fo andry 
[ 5 > Works 

livision, Motor Wheel Corp 
Eagle Stove & Foundry C« 











Cleveland, Tennessee 
Franklin, Tennessee 
American Furniture Mart 
American Furniture Mart 


Space 509-8 
Space 546-D 


Estate Stove Co American Furniture Mart Space 523 
Florence ve C Kankakee, Illinois 
G oil Mio Co., Inc Genoa City, Wisconsin 
American Stove Corp Kokomo, Indiana 
Globe Bie I ine & Stamping American Furniture Mart Space 642 
Gray 6 idley Co Nashville, Tennessee 
Great Wer ste rn Stove Co Leavenworth, Kansas 
International Oil Burner American Furniture Mart Space 512-A 
Laco Oil Burner Co Griswold, lowa 
A. J ~ mann & Hoverson Co Milwaukee, Wisconsin 
I Co San Rafael, California 
American Furniture Mart Space 514-B 





> Iron Range Co 
Metal Door & Trim Co 
Midwest Mig. Co 
The Moore Corporation 








Beaver Dam, Wisconsin 
LaPorte, Indiana 
Blackstone Hotel 

American Furniture Mart 


Space 1041-42 


akland Foundry Co American Furniture Mart Space 547-B 
jin Stove Mig. Co American Furniture Mart Space 1438 
Yhio Foundry & Mig. Co Steubenville, Ohio 
Peoples O bu urner Co Chicago, Illinois 
Perfection Stove Co Cleveland, Ohio 
Prentiss Wabers Products Co American Furniture Mart Space 514-A 
Quaker Manufacturing Co American Furniture Mart Space 516-B 
Quin Stove Co Quincy, Illinois 
Renown Stove Company American Furniture Mart Space 510-B 
Round Oak Co Dowagiac, Michigan 
samuel Stamping & Ename ling Co American Furniture Mart Space 510-A 
Si egier Enamel Range C American Furniture Mart Space 1118 
Si le slow Oil Burner Corp Hartford, Connecticut 
Tennessee Enameling Mi | C rs) American Furniture Mart Space 549-A 
Tennessee Stove Works Chattanooga, Tennessee 
United States Stove Cx American Fuyniture Mart Space 538 
Viking Mig. Co American Furniture Mart Space 
Washington St sve Works Everett, Washington 
Western ve Co. - Furniture Marts Los Angeles and San Francisco 


@ 


AUTOMATIC PRODUCTS COMPANY 


2400 noatn 
MILWAUKEE ® 


THIRTY —SECOND 


STREET 
wisconsin 


Manufacturers of Controls for all Oil Burning Appliances 
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DEPENDABLE 








The attractive-looking bus shown in the top picture is a new travelling showroom 
for Evanoil oil space heaters. With Detroit as a base, it will contact the field in 
the interests of distributors and dealers and bring the merchandise to the door 
where demonstrations may be made. All types of Evanoil heaters are shown in 


the display coach the interior of which is shown above. 
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I nearly lost my mind (and business too), trying to sell 

washers and ironers the old way. I tried trick deals, price 
cutting, special offers and big trade-in allowances. But sales 
grew worse instead of better. I was beside myself trying to 
figure a way out. Until one day— 









“Boy, you’re dumb if you don’t get the lowdown on the 
Hotpoint plan for selling a complete Home Laundry 


. Service,” said Fred.‘“‘Demonstrations are easier to get and 
| sales quicker to close. With your present effort you can 
; double your earnings.” 














SINE 
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1 LEARNED HOW 70 MAKE MONEY 
WITH HOME LAUNDRY EQUIPMENT 





5) CHECK THESE 4 HOTPOINT ADVANTAGES 








WASHERS and IRONERS 


ELECTRIC RANGES - REFRIGERATORS - WATER HEATERS - DISHWASHER-SINKS 






Lo 


4 
® 





I happened in on Fred Getz who was really making 
money on washers and ironers. Fred had a hot 
sales program and the Hotpoint line. He used a novel 
plan for selling complete Hotpoint Laundry Service 
that kept him plenty busy making demonstrations. 
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Fred’s advice put the Indian sign on my problems. 
Now I’m riding high with Hotpoint. My “take” 
has doubled with the Hotpoint plan for selling com- 
plete “‘Laundry Service.” Believe me, I learned how 
to make money with home laundry equipment. 


PRODUCT FEATURES. Hotpoint washers and 
ironers give you an edge on competition with 
sales features that are easy to demonstrate. 
Plenty of eye appeal and exclusive desigri-fea- 
tures speak for themselves to your prospect. 
DOUBLE BARRELED SALES. Hotpoint’s “HQ” 
course for salesmen gives you an “angle” for 


selling complete laundry service. It can make 
two sales grow where only one grew before. 


SALES PLANS with all the punch and drive 
to help you get demonstrations and sales. 
Folders, broadsides, window trims, and 
newspaper mats in abundance. 


THE NAME EVERYBODY KNOWS. Hotpoint is 

the name of the most famous electric iron and 

known to 88% of your prospects. It’s a sales 

asset that banishes the doubt of buyers. See 

your distributor today or write 

EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 
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déoa. BE SEATED ” 


AMERICAN WOMEN are 












21,620,000 


ready to discard the old-fashioned 
stand-up method of hand ironing. 
They are going to change over to 


modern troning methods just 
as you show them the revolutionary 
new Horton DO-ALL Portable. 


as soon 


*(Wired homes not now owning ironing machines) 





HORTON 


Do-ALL iROnER 


SLIGHTLY HIGHER IN FAR WEST 


A FULL SIZE, ALL-PURPOSE, PORTABLE ELECTRIC IRONER 


It’s a new and revolutionary kind of electric rotary 
ironer with finger-tip control. Light in weight for easy 
portability and yet it has a full-size 6” roll that is 20” long. 
Both ends of roll are open and there are no interferring 
levers or controls because the DO-ALL has ONE automatic, 
centralized, non-interfering control for ALL operations 
for start, stop and press. Equipped with famous 
Horton Duo-Chrome shoe and thermostatic regulator. 


Progressive dealers will want the Do-All franchise! 












Clip and mail this coupon today SURE! 









RUSH DO-ALL INFORMATION TO 
| pen 
MANUFACTURING COMPANY STREET 


FORT WAYNE, 


yo ae 


INDIANA 
Oidest 





Washer Manufacturer 
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Hew Positions of the Month 








Westinghouse 


The resignation of Frank B. Williams, 
Jr., Vice President in charge of the Mer- 
chandising Division of the Westinghouse 
Electric and Manufacturing Company is 
effective July 1, 1939, after which date 
he will return to his former home in the 
East to carry out personal nlans. 

Before taking charge of the West- 
inghouse Merchandising Division, Mr. 
Williams had been vice president of the 
Diehl Manufacturing Company, with 
headquarters in Elizabethport, N. J. 

Frank R. Kohnstamm, sales manager 
? the Merchandising Division from July 
. will report to Ralph Kelly, vice presi- 
ya. in charge of sales. 

L. E. Osborne, manager of Manufac- 
turing and Engineering of the Merchan- 
dising Division from July 1, will report 
to George H. Bucher, president. 


Westinghouse Agent Jobbers 


Harold M. Moock of the Moock Elec- 
tric Supply Co., Canton, Ohio, was 
elected president of the Westinghouse 
Agent-Jobbers’ Association at its recent 
meeting at Hot Springs, Virginia. Other 
officers are Ralph Kelly, vice-president 
Westinghouse Electric & Manufacturing 
Co. of Pittsburgh, vice-president; Claude 
W. Johnson, Johnson Electric Supply 
Company, Cincinnati, secretary; L. B. 
Bourns, W we (A Merchandising 


sii Hatt ( A AWAtitae on v4 


aad - <c sts 


a < ee ae —— Zappa 

ttt. ayce-becesqeus? Cysaqs 
(K 8 at ts ae vice-president; Claude 
W. Johnson, Johnson Electric Supply 
Company, Cincinnati, secretary; L. B. 
Bourns, Westinghouse Merchandising 


Division, Mansfield, Ohio, treasurer and 
assistant secretary; J. J. Jackson, counsel. 

The executive committee consists of 
F. R. Kohnstamm, sales manager, West- 
inghouse Merchandising Division, Mans- 
field; L. A. Pixley, Pixley Electric 
Supply Company, Columbus, Ohio; 
James Boyd, Eastern district manager, 
Westinghouse Electric & Manufacturing 
Company, New York; J. C. Schmidt- 
bauer, district manager, Westinghouse 
Electric Supply Company, Chicago; 
H. H. Rogge, manager Westinghouse 
Agency Sales Department, Pittsburgh; 
John Shaw, Moore-Handley Hardware 
Company, Birmingham. Unexpired 
terms on the committee are being served 
by D. S. Youngholm, Karr Parker, 
W. I. Bickford and B. W. Clark. 


Montana Power 


D. J. McGonigle, for 22 years con- 
nected with the new business department 
of the Montana Power Company, has 
been made general sales manager of the 
company. His former title was manager 
of dealer sales and advertising. S. K. 
Patterson advances from the position of 
sales manager of the Helena division of 
the company to that of Residential Sales 
Supervisor. W. P. Dolan, salesman and 
former assistant to Mr. McGonigle, be- 


comes advertising and sales promotion 
manager. 


Washington Water Power 


Lewis A. Lewis, assistant general 
manager in charge of sales of the Wash- 
ington Water Power Company recently 
advanced to the position of manager of 
the Spokane division, consolidating this 
work with that he had already been 
carrying. This fills a vacancy which has 
existed since the death of R. B. Childs. 
Mr. Lewis also serves at present as as- 
sistant general manager of the Spokane 
United Railways and as director of the 
Washington Water Power Company. He 
is secretary of the Inland Empire Elec- 
trical Equipment Association and is past 
president of the Northwest Electric Light 
& Power Assn. 
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IIluminating Engineering Society 


Lester H. Graves of New York City 
vice-president of Curtis Lighting, Inc 
has been elected to the presidency of th 
Illuminating Engineering Society, an 
will take office on October 1 next, ac 
cording to a recent announcement. 





LESTER H. GRAVES 


Mr. Graves has been a member of i 
Illuminating Engineering Society mor 
than 25 years, joining as an Associ 
ate in 1914, and transferring to full 
more than 25 years, joining as an Asso 


ciate in 1914, and transferring to ful] 
membership in 1916. In 1925 Mr 
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more than 25 years, joining as an Asso} 
ciate in 1914, and transferring to full 
membership in 1916. In 1925 Mr 
Graves was elected to the office of 
general secretary, which office he held 
for three years. He later served as 
director for three years, treasurer for 
one year, and is just completing a two- 
year term as vice-president. 


Porcelain Enamel Institute 


Harry V. Mercer, advertising man- 
ager of the Americat: Rolling Mill Com- 
pany, Middletown, O., was elected vice: 
president of the Porcelain Enamel Insti- 
tute by the Institute’s board of trustee 
in their meeting June 13 at Cleveland. 

Mr. Mercer, a member of the Arme 
organization for more than twenty years 
has been closely associated with Porce- 
lain Enamel Institute activities in recent 
years. 


U. S. Rubber 


Willard H. Cobb, for the past several 
years general factory manager, mechani- 
cal goods plants, United States Rubber 
Co., has been appointed general manager 
of the Mechanical Goods and General 
Products divisions. 

In announcing the appointment, F. B 
Davis, Jr., president, said that it was i 
line with the policy of promoting. fron 
within to fill important positions in th 
company. 

Herbert E. Smith, vice president, wil 
continue supervision of all the activities 
of the divisions. 

A graduate of Stevens Institute o! 
Technology, Mr. Cobb joined United 
States Rubber Company in 1914. During 
the ensuing vears, he has made stead) 
progress through the organization to his 
new assignment. 


Pearson Furniture Chain 


Appointment of Harold G. Davis, 
Chicago, as general manager of tie 
Pearson Furniture Company, a chain 0! 
11 Indianapolis stores, with headquarters 
in Indianapolis, has been announced y 
John S. Pearson, president. Mr. Davis 
will assume his new post July 1. 
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DISING 


properly serve dealers and distributors, 





Southern Cal. Edison 


( I Houston, 


district manager of the General Electric 
Supply Corporation, which he had held 
for eleven years, Jacob A. Kahn advances 
to commercial vice president of the com- 
pany. Mr. Kahn was one of the organ- 
izers of the Rocky Mountain Electrical 
Cooperative League, which predated the 
present Electrical League of Utah, and 
served as president of the organization in 
its first year. 


P. C. Electrical Bureau 
Additions to the staff of the Pacific 
Coast Electrical Bureau, northern divi- 
sion, are Clark Baker as lighting coun- 
selor and Walter Heston as industrial 
engineer to do promotional work in wir- 


ing, industrial modernization and com- 
mercial lighting. W. W. Ernest be- 
somes secretary under manager George 
Barker. 


Conlon 


Thomas B. Conlon has been appointed 
sales manager of the Conlon Corporation, 
Chicago, makers of Conlon washers and 
ironers. 

With a background of several years 
of factory, office and active field experi- 
ence, Mr. Conlon is well equipped to 
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Ba ag 
‘With a background of several years 
of factory, office and active field experi- 
ence, Mr. Conlon is well equipped to 
properly serve dealers and distributors, 
as well as to successfully handle a sales 
staff. He has a wide acquaintance in 
the appliance industry. 


Barlow & Seelig 


Verne F. Hannon, sales manager of the 
Barlow & Seelig Mfg. Co., Ripon, Wis- 
onsin, manufacturers of Speed Queen 
washers and ironers, announces the 
appointment of L. J. Bradley for the De- 
troit area and J. C. Wogan, Jr. for 
Southern California Mr. Bradley and 
Mr. Wogan will operate as direct factory 
representatives. 


Hotpoint 
Miss Mildred Hickman 


pointed director of the 
Division, Edison General Electric Appli- 
ance Co., Inc., according to an announce- 
ment by H. W. Turnbull, vice president 
and general manager. She succeeds Mrs 
Mary Lowell Schwin, resigned. 


has been ap 


Home Economics 





MILDRED HICKMAN 


A University of Missouri graduate, 
Miss Hickman has been a member of the 
Hotpoint Home Economics Division since 
1926, and has been a director of Hotpoint 
refrigeration home economics since 1938. 
In her new position she will direct the 
activities of the entire staff of field home 
economists, as well as headquarters, and 
the Hotpoint Test Kitchen, the oldest in 
the electric appliance manufacturing field. 
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Here. unquestionably. is the oil “oy hat = 
year! Listing competitively with e rg 
riced heaters of any make, it carri — 
i e of the oldest and foremost manufactu 
- o industry. And, at os 2 er Anges < 
iti it can be supplied with f ( 
aORCED " CIRCULATION . . - bringing this 
type of equipment for the first time _ ee 
yolume market! As a straight stad — 
it combines a mentary Ladle ty = 
lating and a ra iant he — 
i snq heater, it offers pertorm 
a toscod. Siusted bY any other heater of hoe 
type. The specially designed blower, ~~ , 
may be attached in a few minutes — _— 
pletely wipes the prime heating sur = a 
supplies an even VOLUME of _— y = 
without the discomforts of high veloci 4 aonge 
is wide-angle heat distribution vee - =< 
summer breeze .--- providing firesi e va 
fort around the heater—yet penetrating = 
corners and distant rooms to more pocted 
equalize temperatures, through possibilities 
’t want to miss “po 
bn Pate: orb new heater! Mail coupon 
today for full details. 


QUAKER MANUFACTURING COMPANY 


233 West Erie Street Chicago, Illinois 


1939 


— 7 former commercial 
manager of the Southern California Edi- 
son Company now holds the position of 
assistant general manager, with the sales, 
lcommercial and division managers under 
his supervision. R. R. Wallbridge be 

mes commercial manager. \ 

\ \ 
| \ 
G-E Supply : 
From the position of Rocky Mountain 








A direct color presenta- 
tion of QUAKER BURN- 
OIL HEATERS—the mer- 
chandising line for 1939! 


 —_ ——— Bi 


QUAKER MANUFACTURING COMPANY 
233 West Erie Street, Chicago, Ill. 


i sentation of 
lemen: Send direct color presen 
oon ecner Line for 1939, including the a 
Quaker Special with optional equipment tor 
forced circulation. 
Name 
Address 


City 
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Schick Dry Shaver 


NEW YORK—Ralph J. Cordiner, 
manager of the appliance and merchan- 
dise department of the General Electric 
Company with headquarters in Bridge- 
port, will on August 1 become president 
of Schick Dry Shaver, Inc., of Stamford, 
Conn. 

Mr. Cordiner, one of the youngest 
executives in the electrical industry, has 
been closely associated with the selling 
of electrical appliances during the 17 
years since his graduation from Whitman 
College in Walla Walla, Wash. His first 
position was on a part-time basis with 
the Pacific Power & Light Company, and 
from money earned in selling electrically 
operated appliances he financed his four 
years at college, graduating with high 
honors in 1922. That same year he was 

| made commercial manager of a division 
of the Pacific Power & Light Company. 
His record was such that in less than a 
year he was offered a position with the 
Edison General Electric Appliance Com- 
pany with headquarters in Portland. Five 
years later he became Northwest man- 
ager, and in 1930 moved to San Francisco J 
to become Pacific Coast division man- 
ager. 














RALPH J. CORDINER 





When the heating device section of thé 
Edison General Electric Appliance Com 
pany was transferred from Chicago and 
consolidated with the company’s merchan- 





[he builders of America’s leading washing dise department at Bridgeport in 1932, 
; ‘ - Mr. Cordiner went with it as manager 
machines are old friends of ours. It was over twenty years ago that we built the and cheirman of the management com- 
B - ‘ , ‘ mittee. Two years later he was appointed 
first Sunlight exclusively for a washing machine. Since that time we have built secistent snenager of appliance sales, and 
: in 1935 became manager of the radio 
hundreds of thousands of power units for washing machines of all types and sizes division. A year later be was promoted 
= ; 7 a to assistant manager of the appliance and 
['wenty years of experience, concentrated in the washing machine industry, have merchandise department, and since Janu- § 
; . : ‘ ’ ary, 1938, has been its manager, succeed- ff ad 
given us the reputation of being “specialists” in washing machine power units ing Charles E. Wilson, now executive 
aid vice president of the General Electric J 
p Company. At this time Mr. Cordiner i 
Throughout our twenty years of experience we have continued to improve oe ee aaa Serene Se Cee eae 
. 3 r > sales committee, 
Sunlight motors. Like the washing machines of 1939, the present Sunlight Mr. Cordiner is a director of The 
; : 5 Monowatt Corporation of Providence, the 
motor is the result of years of designing, experimenting and testing And Warren Telechron Company of Ashland, 
7 e Mass., the General Electric Supply Cor- 
because our efforts have been concentrated on making Sunlight the best poration of Bridgeport, and the General 
, F ‘ Electric Contracts Corporation of New 
motor for washing machines, we believe the present Sunlight motor is the be ioe ti 
. . - ‘ NO announcement 1as yeern made re- ; 
finest, quietest and most satisfactory washing machine power unit in the world. gorGing Sis successes, . 


Specified by leading manufacturers and appliance men—accepted by house- 
wives everywhere — Sunlight motors are really “old friends” of all who use 


them. Sunlight Electrical Division, General Motors Corporation, Warren, Ohio. 


Stewart-Warner 


Appointment of Robert S. Brunhouse 
as sales manager of the recently created 
Stewart-Warner electric range division is 
announced by F. A. Hiter, vice president 
and general sales manager for the Stew- 
art-Warner Corporation. 

Previously included in the Stewart 


Warner appliance division, under the 
sales management of J. F. Ditzell, the 
electric range division has been designated 
; as a separate sales unit in the Stewart 
Warner organization, it is announced 
Stewart-Warner electric water heater 


sales will also be directed by Mr. Brun 
house. 
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Still Time For You To Cash-In On 


YORK COOL-WAVE 


PORTABLE AIR CONDITIONERS 


Yes, there’s still time for you to get in on this new, money- 
making business! Everyone wants and needs air conditioning 

. and York Cool-Wave gives it to them at a price they can 
afford to pay. Think of it— genuine, portable air conditioning 
for as little as $150... and only $15 down! Full profits for you 
—no trade-ins. A complete line for any size room. Installation 
made in 30 minutes, without wiring, water connections or al- 
terations. Hurry—mail the coupon now and cash-in with 
Cool-Wave! 


and CONSERVADO 


ELECTRIC REFRIGERATORS 


Conservador offers the one really new refrigerator sales feature 
of the year—the patented shelf-lined Inner Door. A feature that 
prospects can see, understand and appreciate ata glance... that 
appeals because it saves time, saves space and saves money. And 
when you offer a prospect such tangible savings as these... 
plus every other fine refrigerator feature ...allat NO EXTRA 
COST —you’re bound to make sales! Mail the coupon for com- 
plete information and join the thousands who are making 
money with Conservador! 


See your Philco Distributor or MAIL COUPON NOW! 


PHILCO ALL YEAR ‘ROUND | 


HOME RADIO + AUTO RADIO + TELEVISION - PHONOGRAPHS 
RADIO TUBES + PARTS + REFRIGERATORS + AIR CONDITIONERS + DRY BATTERIES 


1939 


J ali(cxome Pl-vol(-1e Ww Va-Mutel diate 


PHENOMENAL 


SALES RECORDS! 









| ene all over the country Philco dealers report the as- 
tounding success of Philco’s two new products—York 
Cool-Wave Portable Air Conditioners and Conservador Electric 
Refrigerators. Week after week sales have climbed steadily... 
breaking all previous records for both dollar and unit volume. 
And these phenomenal results are not confined to any one sec- 
tion of the country or to any one type of dealer. Large and small 
...in big cities and small villages ...the story is the same. There 
must be a reason! Why not mail the convenient coupon for full 
details of how you, too, can profit with Philco! 























































PHILCO RADIO & TELEVISION CORPORATION 
DEPT. No. 212, PHILADELPHIA, PA. 


‘ithout obligation, send me complete information on 
York Cool-Wave Air Conditioners 


Conservador Electric Refrigerators 





COUNTY 





sy 9 STATE 








BIGGEST SALES GAIN IN REFRIGERATION 
Follows Introduction of New Dual-Temp 


will Z Uoocquallee Food Safequandt 


sux E refrigerator sales started climbing 
in March, Stewart-Warner sales have 
climbed faster than any others in the indus- 
try according to N. E. M. A. figures! And 
one reason is that the Stewart-Warner Dual- 
Temp—most imitated development in the 
industry—is still unequalled in the advan- 
tages it offers, and unequalled in ability to 
bring prospects in to look ... and buy! 


STERILIZED MOIST COLD 
Keeps Foods Without Drying 


Only the Dual-Temp keeps fresh foods in 
high-humidity sterilized cold—keeps them 
crisp, moist and flavorful without covering 
—without drying—without spoiling— 
longer than ever before! Because only the 
Dual-Temp combines Stewart-Warner’s 
patented automatic control of dual tempera- 
tures—plus elimination of frost-collecting 
evaporators—plus an amazing new sterilizer 
ray in which mold and bacteria cannot live! 


22°-BELOW- FREEZING 


CHAMBER 
Keeps Frozen Foods for Months 


Only the Dual-Temp has Stewart-Warner’s 
steady 22°-below-freezing protection for 
frozen foods, meats, fish, game, etc., main- 
tained by patented automatic control! The 
Dual-Temp meets the frozen-foods indus- 
try’s requirements for protecting frozen 
foods for months! It freezes ice cubes in 
record time—stores over 40 pounds of ice 
cubes at once—and in actual tests has held 
96 ice cubes and 50 pounds of food at once 
in the freezing chamber alone! 




















A Record Value in Every 
ro. Price Class! 


The Stewart-Warner line meets 
} every prospect's requirements— 
from the revolutionary Dual-Temp 
for those demanding the finest— 
to record-value Challenger models 
| for those who want dependable 
| refrigeration at lowest price. Illus- 
trated is Challenger Model 559— 
with super-power hermetic unit 
and many important advantages at 
economy price. Get in the profit 
parade! Talk to your Stewart- 
Warner distributor now! 














STEWART-WARNER 


SAV-A-STEP REFRIGERATORS AND RANGES e MAGIC KEYBOARD RADIOS 
CHICAGO, ILLINOIS 
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NEW BOOKLETS 


EVANS PRODUCTS 


A new broadside with pictures and 
descriptions of the new Evanoil oii 
space heaters is just off the press. I: 
describes the models, lists and _ illus. 
trates the features and should be in the 
hands of every one interested in this 
new and fast-moving business. 


GIBSON 


“1877-1939—62 Years of Refrigera- 
tion Experience” is the title of a new 
booklet recently issued by the Gibson 
Electric Refrigerator Corporation of 
Greenville, Mich. It takes you through 
the plant and describes the mass pro- 
duction methods employed. Swell if 
you can’t manage to make a personal 
visit. 

The Gibson Electric Refrigerator 
Corp., have recently issued their Gibson 
Electric Range Service Manual which 
contains five descriptive chapters on 
handling and uncrating, installing, in- 
structions to operate in the field, speci- 
fications and construction, and _ service. 
Pictures and diagrams help make the 
text clear. 


GENERAL ELECTRIC 


General Electric’s merchandise de- 
partment are running a contest cur- 
rently on the subject of electrical liv- 
ing. To assist entrants, G-E has 
issued a colored booklet called “Mrs. § 
Cinderella” which, as a_ give-away 
piece to young people tells the G-E 
story in a Snow White and the Seven 
Dwarfs kind of fashion. ° 

“Engineering Data on Fluorescent 
Mazda Lamps” is the title of another 
General Electric booklet on a subject 
where too little data has been forth- 
coming. Here between covers is mate- 
rial on lamp operating data, lamp per- 
formance factors, Auxiliaries, operating 
characteristics, color quality, etc. 


BARTON & GOOLD 


Of interest to untility commercial 
executives is a portfolio, recently pre- 
pared by Barton & Goold, Inc., 420 Lex- 
ington Ave., New York City, called the 
“100-Point Club Plan” which gives de 
tails on building business through com- 
pany employes. The material was pre- 
pared by R. F. Jennison, director of 
employe activities for Metropolitan Edi- 
son, New Jersey Power & Light, and 
the York Edison Company. 


GOODRICH ELECTRIC 


“Modern Lighting for Service Stations” 
is the title of a new bulletin just re- 
leased by Goodrich Electric Company, 
2900 N. Oakley Ave., Chicago, Ill. Fully 
illustrated throughout its 36 pages, this 
bulletin (No. 63) is one of the most 
comprehensive ever published on the sub- 
ject of specialized lighting for service 
stations. 


CHASE BRASS & COPPER 


Direct and luminous indirect types of 
commercial lighting fixtures are described 
and illustrated in a new catalog (No. 13) 
just issued by the Chase Brass & Copper 
Co., Waterbury, Conn. 


RAILLEY CORP. 


Two new catalogs of the Railley Cor- 
poration, Cleveland, O. describe and illus- 
trate new residential and commercial 
“Pin-It-Up” lamps. Ask for catalog No. 
261 (residential) or 262 (commercial). 
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THIS REFRIGERATOR 
WHITE WHEN THIS 


HIGH SCHOOL” 








| een want to be sure the refrigerators 
they buy will keep their sparkling white- 
ness, in spite of household greases, food stains, 
and general wear and tear. 

That’s why so many alert dealers and sales- 
men use this famous blue-and-silver DULUX 
seal to such profitable advantage. When 
women see that a refrigerator is finished with 
DULUX, they know they’re getting the full 
value that the Du Pont reputation assures 
them. They will listen with interest when you 
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DULUX 
FINISH 





tell them about the advantages of DULUX— 
its whiteness retention, its durability, its ease 
of cleaning. It makes the sale far easier. 

Point out the DULUX Seal the next time 
you talk to a prospect. Prove to yourself how 
it can be put to work for you. E. I. du Pont 
de Nemours & Co., Inc., Finishes Division, 
Wilmington, Delaware. 

2 * * 


Visit the DuPont“Wonder World of Chemistry” exhibits at the New 
York World’s Fair and the Golden Gate International Exposition 


REG y. 5. pat OFF 


REG. U. 6. PAT. OFF. 


She Woden 
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BENDIX Home Laundry 


Bendix Home Appliance Corp., 
South Bend, Ind. 


ice: A second model, “Standard,” 
that sells for $30 less than deluxe 
model has been added to 3endix line 


to reach lower income market 


el 


Sellng Features All the automatic 
features of the deluxe model—the 
motor, time switches, clothes capacity, 
the washing operation which washes 


KELVINATOR Ironer loth and gives 3 separate fresh 


Kelvinator Div. Nash-Kelvinator Corp., 
Detroit, Mich. 


irome 

equipped 

and-off switch to 
and temperture con 


serves lual 


hand lever for con 
ion of shoe and roll; 
mounted on side of 


baked en ‘| finish 


wal Mi handts 


water rinses, then spins them damp- 
dry—are retained in “Standard” 
model The difference is in the ex- 
terior design: black and white finish; 
port door opens horizontally; 2 con 
trol switches located at top rear of 
unit: base where motor is located is 
entirely enclosed—no exposed moving 
parts; perforated washing-extraction 
lrum has porcelain finish 
Factory sales promotion will consist 
of newspaper ads in major city news- 
vapers, each ad to list names of deal 
ers in the paper's circulation area; 
DINETTE Lunch Box sales promotion material available 
includes a kit with a window display 
Dinette Lunch Box Co. Algonac, Mich. background, a direct mail booklet, a 
1 ’ , newspaper for house-to-house distri- 
bution, a presentation chart with a 
7 min. talk 
$139.50.—Electrical Merchandis- 
July 1939 


food or a v 
ng CADILLAC Cleaner 


Clements Mfg. Co., 6650 S. Narragansett 
Ave., Chicago, Ill. 


Ally eated nch | 


Design 


i ) 


Model: No. 200 cylinder type cleaner 
Selling Features: 2-speed control: low 
speed suction for small rugs, draperies 
etc; high speed suction for carpets, 
large rugs and upholstered furniture ; 
dual 8-blade suction fans give greater 
efficiency; double sealed ball-bearing 
motor, no oiling necessary; large 
floor nozzle; attachments include a 
sprayer; outer covering of cylinder 
is of 2-tone fabric trimmed with stain- 
less steel and chrome plate; handle 
and ends of Bakelite. 
Price: $59.95 complete with attach- 
ments Electrical Merchandising, 
VACULATOR Hospitali a 
ospitality Set 
Hill-Shaw Co., 311 N. Desplaines, 
Chicago, lil. 


Model: 





GLOBE Range 


Globe Stove and Range Co. Div. of Globe 


American Corp., Kokomo, Ind. 


“Dutch Oven” model 3231- 
MTI 


Selling Features: Dutch oven cooks 


with retained heat, equipped with 
cast bottom plate with recessed 
T-K closed element; spring-seal oven 
door prevents heat loss; Wilcolator 
thermostat oven temperature control ; 
automatic oven timer-clock; smoke 
less broiler in top of oven has 2 
broiling positions: high 3400 watts, 
low 2200 watts; large white utility 
and warming compartment equipped 
with 360 watt T-K unit; 2 large 
utility drawers; three 5-speed T-K 
surface units and a 6 qt. Dutch 
cooker well with a 3-speed unit: 625 
high, 125 medium and 100 watts low; 
modernistic louver-lite lamp and con- 
diment set; 1-piece white acid resist- 
ing porcelain enamel cooking top.— 
Electrical Merchandising, July, 1939 
v 


KITCHENAID Food Preparer 


KitchenAid Div. Hobart Mfg. Co., 
Troy, O 

Device: K-3 portable food preparer. 

Selling Features: 3-qt. heat resisting 
glass bowl; “built-in power” (elimi- 
nates need for “power unit”); 
planetary action (beater travels 
around bowl in one direction while 
bowl turns on its axis in opposite 
direction); head hinged at top of 
pedestal swings-up-and-back for free 
access to bowl and beater shaft 
Standard equipment includes bowl, 
all-purpose beater, glass and glazed 
porcelain fruit juice extractor. 
Bowl shape facilitates handling 
small quantities; white lacquer and 
chrome plate or stainless _ steel 
finish; universal 4 h.p. motor; bear- 
ings lifetime lubricated; 3-speeds and 
intermediate speeds for beater shaft 
and attachment hub, controlled by 
governor; 13% in. high; base 74x13% 
in. 

Price: $29.95; other attachments priced 
separately; improved 4-qt. model 
K-4, $54.50.—Electrical Merchandis- 
ing, July, 1939, 











Hostess Model 


THERMADOR Ranges 


Thermador Electrical Mfg. Co., Atlanti 
Bivd., and S. Riverside Drive, 
Los Angeles, Calif. 

Device: A complete line of ranges fron 
the small apartment house model y 
to the large, deluxe, custom bui 
models. 

Selling Features; All ranges complet 
with 5-heat switches, enclosed tubg 
type surface units; all ovens 18 ix 
except one model; an innovation i 
this new line of ranges desirable fo 
western and southern homes is Ther 
mador’s Climator electric room heat 
and air circulating fan which is bu‘! 
directly into lower compartment ¢ 
range. 


A featured model, the Thermado 
Bilt-In range, presents a new idea i 
range construction: surface unit 
baking oven and warming oven a 
available in separate units to be buil 
into kitchen fixtures, allowing eve 
unit to be placed in most convenien 
location regardless of its relation t 
other units; for instance, the ove 
may be placed at waist level to avoit 
stooping as illustrated above. 

Hostess model illustrated is equip 
ped with Climator, room heater, e 
closed rod-type surface units, econo 
cooker, 18 in. illuminated oven wart 
ing drawer, large utility drawef 
range lamp and timer clock.—Eleec 
trical Merchandising, July, 1939. 


v 


CAFEX Coffee Maker 
Hartford Products Corp., Hartford, Conn 
Device: Newly designed wide moutli 

Cafex glass coffee maker. 

Selling Features: Pyrex brand glass; 
new 2-heat stove, one heat for brew- 
ing coffee the other for keeping 
brewed coffee hot; 500 watts; 
molded cover for upper bowl and 3 
molded tea stopper for lower bow 
available at additional cost. 

Price: $3.95; with molded cover a 
tea stopper, $4.45.—Electrical Me 
chandising, July, 1939. 
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PRECISION 


--. BY THE WHOLESALE” 


LACKSTONF 


IS BUILDING FOR 


LEADERSHIP 


@ Given sufficient time, material 
and tools any really good mechan- 
ic could build a fine, accurately- 
fitted washing machine. But the 
cost, by such methods, would be 
prohibitive. 


In the modern plant where Black- 
stone Washers and Ironers are 
built, you find a startling degree 
of precision... but you find it on a 
production basis. You find quality 
and good workmanship an ever- 
present requisite, but you find 
unusual methods which achieve 
these Blackstone essentials at rea- 
sonable cost. You find combination 
tools, for example, tipped with a 
costly cutting steel that’s hard 
enough to cut glass; you find 
multiple-spindle boring machines 
performing 24 separate opera- 
tions in a single cycle. 


Yes, Blackstone manufacturing 
methods deliver precision in 
wholesale lots, and in so doing, 
deliver value impossible of attain- 
ment by less competent means. 
And you, as a Blackstone dealer, 
can harvest the fruits of Blackstone 
achievement in terms of more and 
easier sales, greater margin of 
profit, and that only asset which 
competition can never take from 
you... honestly-earned customer 
confidence and goodwill! 


BLACKSTONE MFG. CoO.., INC. 


Jamestown, N. Y. 














ay Silent Sioux Gutomatic 





e at last is something really 
new, something utterly different to sell A 
sensational package unit air conditioning fur- 
nace. AT LOW COST. And it’s so simplified, 
it's troubte-free and service-proof 


it's so compact that one strikingly designed 
unit, fully enclosed (only 25” wide, 5i'2” high 
and 46 long) contains a large automatic 
humidifier: spun glass filter; big, quiet running 
blower: famous Triplex Burner; full automatic 
control ares¢y mounted and wired And it 
delivers 59,000 BTU's at the bonnet 


There are so many sensational other new fea 


‘ tures, we can’t even list them all here. Seo 
write to-day. Learn ali about the special heat Down 4, ‘a : 
economizer; removable doors; etc. Act Now mum etic Ne 
Get in first on the nation’s newest ‘best seller TRI PLEY p"°? 
” “Me Gives hiohat r 
rite Dept vercom, f est fuel re, 
and troubles ~. 4alt con, 


SILENT SIOUX 
OIL BURNER CORP, ORANGE CITY, IOWA 


PIONEER OIL BURNER MANUFACTURERS 
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Si e Measure of Value 
of the advertising in a business maga- 
zine is the honesty of the news that 


surrounds it in that publication. 


Believing in and trusting the news, 
readers naturally believe in and trust 
the advertising. 


It is an established fact that readers 
of Electrical Merchandising look to 
the advertising no less than the edi- 


torial sections for information and 


inspiration on products and selling 
plans that bear directly upon their 
business. 


ELECTRICAL MERCHANDISING 
{ McGraw-Hill Publication 


330 West 42nd St. New York. N. Y. 
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VIDRIO Bun Warmer 


Vidrio Products Corp., 3920 Calumet Ave., 
Chicago, Iil. 


Model: No. 125 Deluxe bun and food 
warner. 

Selling Features: Equipped with re- 
movable wire basket; reed handle and 
gayly colored knobs; air vent in 
cover opens and closes for crisping or 
freshening; detachable handle snaps 
off and on; fully enclosed porcelain 
element under bowl; diam. 10 in.; 
9 in. high; 70 watt element; chrom- 
ium plated finish.—Electrical Mer- 
chandising, July, 1939. 





WARNER Insectacutor 


Warner Electric Co., Inc., 360 N. Michigan 
Ave., Chicago, I/l. 

Device: Portable Insectacutor lamp. 

Selling Features: Hangs from ceiling, 
wall bracket or may be placed on 
table or counter; equipped with 
special tubular illuminating bulb and 
tell-tale Neon bulb to indicate when 
electrocuting grid is in operation; 
ship’s lantern design; 16 in. high, 12 
in. wide; weighs 53 lbs; plugs into 
any outlet. 

Price: $22.50.—Electrical Merchandis- 
ing, July, 1939. 





WAGNER Attic Fans 
Wagner Electric Corp., St. Louis, Mo. 


Device: New line of air freshening and 
cooling equipment. 

Selling Features: Cabinet-mounted attic 
fan home coolers available in 4 sizes 
from 7500 to 20,000 cfm.; cabinet of 


heavy gauge steel, rigidly brace: 
walls acoustically treated to absort 
vibration; mounted on rubber pads 
cabinet finish of high gloss ver- 
milion; all coolers equipped with ul- 
tra-quiet Wagner rubber-mounted 
motors; curvature and width of steel 
blades permit low angle of pitch for 
quiet operation while moving large 
volume of air. 

Wagner apartment cooler for instal- 
lation in a window has a capacity of 
3200 cfm.; adjustable panels at exit 
end makes it adjustable to any win- 
dow 24 to 36 in. wide. In additior 
the Wagner line includes _ring- 
mounted coolers for wall installation 
and panel-mounted ventilators for 
windows and _ transoms.—Electrical 
Merchandising, July, 1939. 





AIROLA Air Conditioner 


Airola Corp., 46 Walker St., New York City 

Device: Portable air conditioner. 

Selling Features: Cools, cleans and cir- 
culates air without drafts; holds 3 
gal. water; can also be loaded with 
ice for colder air discharge; air 
volume regulated by knob control; 
3 sets of louvres act as directional 
grilles; specially treated wet filter 
cleans and washes air; capacity 120 
cfm; weighs 30 lbs; 13x14x15 in.; 
may be placed on side tables, desks, 
or wherever desired in home or 
office; plugs into outlet; 4 wheel 
rubber tired table or window panel 
connection available at slight extra 
cost; may be used as humidifier in 
winter. 

Price: $39.95.—Electrical Merchandis- 
ing, July, 1939. 


v 





REMINGTON Shaver 


Remington Rand, 465 Washingfoo St., 
Buffalo, N. Y. 


Model; Remington Speedak. 

Selling Features: “Vest-pocket” size 
shaver; packaged as jewelry item in 
black pin seal grain case with chron.- 
ium trimming; 110-120 volts, a.: 
only. 

Price: $12.50.—Electrical Merchandi:- 
ing, July, 1939. 
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APEX Washer 
Apex Rotarex Corp., Cleveland, O. 
fodel: No. 330. 


Selling Features: All-white, low-priced 
washer; 16 gal. tub with washboard 
sides and quick drain bottom; im- 
proved Apex double dasher; elec- 
trically welded chassis with large 10 
in. base; machine cut gears; direct 
drive 3 h.p. heavy duty motor; equip- 
ped with Lovell aluminum self re- 
versing flume wringer; 2 in. rolls; 
push bar instant pressure release; 
easy operating end reset; adjustable 
pressure for different fabrics; avail- 
able with or without self-emptying 
motor driven pump. — Electrical 
Merchandising, July, 1939. 








FLORENCE Oil Heater 
Florence Stove Co., 205 School St., 
Gardner, Mass. 

Models: PC 82, and CH 92 self-con- 
tained, flue connected oil space heat- 

ers. 





Selling Features: Designed to heat 
several adjoining rooms; PC82, pot- 
type circulating heater has 2 power- 
ful pot-type burners; finished in 
brown porcelain enamel with cry- 
stone and chromium trim. CH92 is 
same type as PC82 with sleeve-type 
burners.—Electrical Merchandising, 


July, 1939. 





VIKING Roof Ventilator 


Viking Air Conditioning Corp., Main and 
Center Sts., N. W., Cleveland O. 


Device: Roof ventilator for installation 
on flat roofs for exhausting hot air 
irom houses, stores, etc. 

Selling Features: Viking exhaust fan 
is enclosed in weather-proof pent 
house; new automatic vertical shut- 
ter consists of a set of carefully 
balanced, light weight, hardened 
aluminum vanes supported by steel 
shafts pivoted in bronze bearings; 
these vanes are ganged together so 
that they open and close simultane- 
ously; available in 3 sizes of 7500, 
11,500 and 16,500 cfm capacity.— 
Electrical Merchandising, July, 1939. 
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“D've a lot of confidence 
in you, Doc—l” 


—and business confidence equally this crust of the industry it has served 
high is held for Chromel heating- for thirty years. . . . The dealer and 
element wire, by its users. Appliance the power company likewise have 
makers like Chromel because it is this good confidence in appliances 
clean, well-spooled, uniform in resist- that are Chromel equipped. 

ance, and of high durability, always. If interested in heating-unit design, 
It is this dependable, unchanging good ask for our Heating-Unit Calculator 
quality, year-in and year-out, ev . . Hoskins Manufacturing 

Fa 


that has earned for Chromel Company — Detroit, Michigan. 






ye | 


The Wire That Made Weo2EA Electric Heat Possible 


CHROMEL 


a coop wame in HEATING ELEMENT COl 
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Let the 


surface unit 
sell your range 


a) 
B/ 









You can 
do it with 


CHROMALOX 


Super Speed RANGE UNITS 


These units give you an overwhelm- 
ing sales advantage. They enable 
you to sell “contact cooking”, the 
speedy transmission of cooking 
heat by actual all-over contact 
between the flat top of the Chro- 
malox unit and the bottom of the 
utensil. Chromalox units give more 
of this actual contact, pat is one 
big reason for their great success 
and country-wide popularity. 

But that’s not all. The flat top pro- 
vides easiest cleaning—a quality 
every housewife wants. 

She wants economy, too, and again 
Chromalox scores—with the “two- 
units-in-one” feature which per- 
mits the selection of a cooking 
area that’s right for every utensil, 
small or large. This means no 
wasted heat. 


Emphasize these factors in your 
Chromalox-equipped range — and 
sell more ranges. Use these units 
for replacement, too—they fit all 
ranges. No need to tie up capital 
in a large stock of various units. 
There’s economy for you, and 
better service for your customers. 


WHY NOT GET ALL THE STORY 


in the Chromalox Sales Plan Book. 
The coupon with your letterbead 
brings it. 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the “CHROMALOX PLAN” book. 
Name 


Position 
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WESTINGHOUSE Refrigerators | 


Westinghouse Electric & Mtg. Co., 
Manstield, Ohio 





Models: Four 2-door models—Emperor 
E-200-39 and E-135-39; Aristocrat 
A-135-39 and A-200-39 

Selling Features: E-200-39 had 20.1 
cu.ft. capacity; 2 units have ice ca- 
pacity of 216 cubes; 8 all metal | 
Eject-O-Cube trays and 2 multi- | 
service trays; 2 sliding meat keepers; 
1 built-in full width Humidrawer and | 
2 thermometers—on¢e each door; 
p* celain exterior 

Emperor E-135-39 has 13.5 cu.ft. 
and 216 = cube capacity ; cushion 
mounted Economizer units; 8 Eject- 
O-Cube trays; 2 multi-service trays; 
2 sliding meat keepers; built-in 
Humidrawer; 2 thermometers. 

Aristocrat A-200-39 same as Em- 
peror E-200-39 except exterior is of 
white Dulux 

Aristocrat A-135-39 same as Em- 
peror E-135-39 except it has 152 cube 
apacity nly Eject-O-Cube 
trays, and Dulux exterior 

All models have Sanalloy super 
freezers, E xpress tray releases; all- 
porcelain food compartment and twin 
powered mechanism hermetically 
sealed; True-temp cold  control.— 
Electrical Merchandising, July, 1939 





SILENT SIOUX Air Condition- 
ing Unit 
Silent Sioux Oil Burner Corp., 
Orange City, lowa 
Device: New 
conditioning 
package unit 


cost automatic air 
burning furnace 


low 


oil 


Selling Features; Compact, comes com- | 
pletely equipped and wired at factory | 
and may be moved through ordinary 
door; contains large automatic hu- 
midifier, spun glass filter 16x 25 in.; 

large capacity blower, automatic con- | 
trols mounted and wired; fired by 
Silent Sioux Triplex burner which 
burns all kinds of oil down to No. 2 
furnace oil; no moving parts; special | 
tube-type heat economizer; both ends 
| are removable with large doors; 
equipped with combination adjustable 
limit and blower control; overall 
size is 25 in. wide, 514 in. high, 46 | 
in. long; has a capacity of 59,000 | 
3.t.u.’s at bonnet.—Electrical Mer- 
chandising, July, 1939. ; 





CURTIS 








: , 
The Completeness of the 


N 
REFRIGE RATIO 





_ (Curtis Line Assures Greater 
Sales and Profit Possibilities 


Builders of C 


densing Units 





since 1922 













HE addition of the Curtis Refrigerated Store 

and Office Cooler to the Curtis line makes 
it even more attractive than ever. It opens up 
a great new market that makes possible new 
sales and profits. 





All classes of retail establishments—=stores, 
offices, banks, etc., are demanding air con- 
ditioning now. You can fulfill this demand 
with Curtis’ complete, factory designed, pack- 
aged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the 
air—adaptable for heating—easily and 

, quickly installed— 
3 and 5 ton sizes. 


The Curtis line of 
condensing units 
includes sizes from 
1/6 to 30 H. P., air 
and water cooled. 
There’s a Curtis model for every refrigeration 
and air conditioning requirement — also unit 
coolers, coils, evaporative condensers, etc., pre- 
cision engineered to deliver economical, efficient, 
care-free performance. 










































































Curtis Store and Office Cooler 
3 and 5 ton sizes 






































If you're interested in profits, in increasing 
your sales, write to Curtis for complete infor- 
mation today. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Company 
1975 Kienlen Avenue 


48 Air Cooled Units 
45 Water Cooled Units 


St. Louis, Mo. 















Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 


YOU T00 
CAN BENEFIT! 


Write for “Electrical Appliance Trade List" 
—giving details on selections, counts, prices 
—or ask any representative. 


FS 








APPLIANCE WHOLESALERS 
APPLIANCE DEALERS 


Major Appliances 

Minor Appliances 

Larger Dealers 
Types of Outlets 


Population Groups 
Geographically 
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/'m Automati 
/ Can't 
Burn Out! 






Tampa Electric Company 

dramatizes the Electro- 

master Teakettle Safety 
Feature with an 


ANIMATED PUPPET DISPLAY 








UTILITIES and DEALERS: Write for facts 
@bout th n 








rvice-Free Teakettle 


ELECTROMASTER, INC. 


805 E. ATWATER 











DISING 


DETROIT 
™= 














































The Difference hetween paint and porcelain 


: ad 


“Synthetic finishes are ‘baked on’ at about the same tem- 
perature you would use in broiling a steak or baking 
beans. But porcelain enamel is a mineral substance through 
and through, like opaque glass, and it is fired onto its sup- 
porting sheet of steel at the ‘white hot’ heat of 1550° F. 
And it is that intense heat that makes it glass hard—im- 
pervious to all stains, cigarette burns, and common abuse. 
And also that is why 100 per cent of all refrigerator manu- 













facturers depend on porcelain enamel for their interiors. end wetes. Ne other core required 


There is where the heavy crocks, the rough milk bottles 
and big bowls really put a finish to its test. Porcelain 


to retain this lifetime lustrous finish 














enamel, alone of all finishes, stands that abuse and that’s Regmember: the more 


why every manufacturer depends on it. 


LUSTERLITE on the appliance 
you sell the more profit for 


“And madam—if it is so good for the interior—of course you through customer satis- 
you should have porcelain enamel for the exterior. Buy _ faction. Tell your supplier that 
the all-porcelain appliance. It is the one finish that wil] you want the refrigerators and 


give you continued years of pride. Make certain the 


other appliances you sell to 
carry the LUSTERLITE label. 


LUSTERLITE label is on your appliance. It is your guar- _jt is an added selling point 


antee of quality porcelain enamel.” 


CHICAGO VITREOUS ENAMEL PRODUCT CO., 1407 South 55th Court, Cicero, Illinois 


for you-—(a powerful one). 





We didn’t write nor publish this 
interesting 92-page book, but 
we want to send you a copy with 
our compliments — absolutely 
FREE of all cost or obligation. 
This book was produced by an 
“Institute” incorporated not for 
profit, and the work has met with 
wide acclaim among those inter- 
ested in appliance selling. You 
will find it extremely helpful 
for every member of your sales 
staff. Send for it today —NOW. 








Chicago Vitreous Enamel Product Co. 
1407 South 55th Court, Cicero, Illinois 


Okay — send me a free copy of the 92-page 
book “How to Increase Your Sales.” 
Name 

Firm. — 
Address ss Re aa ce a 
Town_ 


0 
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WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: 
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Are Your Refrigerator Trade-in Sales Profitable? 


Where can you find how much you can afford to allow on any one of 
1400 makes and medes—ane still make the sale AND a profit? 







The ONLY complet e of trade values for the dealer who 
wants to promote PROFITABLE trade-in sales is y 
The “N ATION. AL MARKET INDEX of Trade-in Values for Used 


Refrigerators.’ 
You can find the fai 
re 8 to 1938. The 
i ed by the de 
ry 33 ‘30 expenditure on a NATIONAL MARKET INDEX may save you hundreds 
of dollars in the course of a year. it may put you in a position to invite 
trade-ins and MAKE AN EXCELLENT MARGIN OF PROFIT on them. One 
properly executed trade-in will more than pay the cost of this handy book. 
Order the “Index"’—keep and use it for 10 days—and if you are 
not satisfied your money will be refunded upon return of “Index.” 
l $3.50 each fty or more copies $2.50 each. Postage 


ym the years 
readily 


of over 1400 makes and models fre 
that models may be 


value 
is fully illustrated s¢ 


market 
‘Inde fy 


copie will be 
v a if order 





























paid t is pre paid ytherwise delivery will be C.O.D. includ 
ing x 
matter NATIONAL MARKET INDEX *? ¥ Ha ASE 
SPECIALTIES 
1929 ° CELEBRATE 1939 Electric Mangle Pads and Covers, - 
OUR 10th ANNIVERSARY P = "wa = foam baie —all 1¥D pe es. “ohio 
Textile Specialt y Co St., ¢ and, O 
NEW ADVERTISEMENTS 

Write for Our 8-Page Bulletin of 50 Copy must be received by the 30th of the 


month to appear in the issue out the follow- 


] - 
Grand Values on vacuum cleaner, wash ing month. 


ing machine, iron replacement parts and 
other electrical appliances. 

Quality Best Money Can Buy. A useful 
6-inch ruler FREE with each bulletin. 


1929 10 years of successful merchandising 1939 


Midwest Appliance Parts Co. 





Air Conditioning and Refrigeration 
Supplies and vecgamnee 
Send for 
THE HARRY 


Complete § Speedy $ 


ALTER CO 








eee" i - ~prremeaen $950 Shidh Michinon Avenue, Chics 
2722 W. Division St. Chicago, II. Grenchow Mow Verh, Gotoh, Clovelend, 3t. Lovie 























SEARC H LIG . 
SECTION 

















AGENCY WANTED 


Large Electrical Factors and Manufactur- 
ers look for agency for electrical house- 
hold appliances. 


ELECTROCRAFT LTD. 


SALES EMPLOYMENT 
SPLAYED 
SELLING 


BUSINESS — MERCHANDISE 
SEE LAST ISSUE FOR DETAILS 
OPPORTUNITIES 

OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 














15 High Road Wembley, London, England “al 


OPPORTUNITIES OFFERED 





PATENT YOUR IDEAS 












DISTRIB TORS wanted yr r t consum 
Four & stinct typ 4 Vv acuum Clear 4 
er . yh I trix 145 W. 45th 
S New Y 
WANTED 

ANYTHIN( thin reason w i ne meld 

Electrical Merchandising ser an be quickly ; . vecords searched 
located through b1 g i ) attention of for “ANY Invention or Trade Mark 
thousands of mer w hose nterest is assured 7 
because this is I S paper they read 














SALES EXECUTIVERI 
Saies Organizer with long experience — 

@ Washing Machines and Appliances @ Refrigeration 

@ Heating and @ Central Piant Air Conditioning 


“Opportunity” Advertising: 
Think 


This man has had unusually broad experience 

managing sales organizations on electrical mer <c ”” 

chandise thru dealers, distributors and “ SEARCHLIGHT 
comsumer organizations for untry's top-flight 

manufacturers and merchandisers : 

SA-546, Elec. Merch., ) W. 42nd St., N. Y. ¢ First 

















| the new position of sales manager of the 


MERCHANDISING HELPS for the DEALER 





Penny Budgeter New Sales "'Closer’’ 





A new 


“closing” 
to dealers and salesmen by the Refrigeration Department of Westinghouse. 
Penny Bugeter offers convincing proof of the economy of electric refrigeration. 
The salesman inserts pennies in a slot to illustrate the savings per day that can 


sales help, the Penny Budgeter, has just been made available 
This 


be effected through the purchase of a new electric refrigerator. These savings, 
represented by the pennies, are computed from, (a) the savings made possible 
through the cost of operation, (b) from the reduction of food spoilage costs, 
and (c) through “quantity buying.” As the salesman places the pennies in the 
Budgeter he manipulates them so they are passed through a slot to the opposite 
side of the cardboard. When he reverses the card, the savings, or pennies, indi- 
cate just what model refrigerator the customer should have, and shows her that 
the savings made per day, based on her own estimates, will actually be sufficient 
to purchase the refrigerator she needs. 
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New ABC Ironer Display 















































































































Serving as an educational chart for reminding salesmen as well as prospects 
of the salient features of the new ABC Roto-Press lIroner, this new window 
and floor display is being enthusiastically received by dealers throughout the 
country. 













Printed in red and black and measuring 48” x 36”, it carries a center illustra- 
tion of the double exposure effect with an over printing of numerals on important 
features. Key numerals along each side panel direct attention to copy blocks with 


brief descriptive copy of features. 













home appliances. Mr. Etienne recently 
resigned as managing director of the 
Pacific Appliance Institute, whose head- 
quarters are in the Western Merchand se 
Mart, and was formerly for many years 
general manager of Lectrolines Division, 
Chanslor & Lyon Stores, Inc., San Frzn- 
cisco. 


Thompson & Holmes, Ltd. 


N. J. Etienne has been appointed to 
Thompson & Holmes, 
Ltd., San Francisco, distributors for 
Northern California of Philco products 
and of a number of other leading lines of 


Philco Division, 


JULY, 1939—ELECTRICAL MERCHANDISING 
































ELE 









ALER 





ilable 

This 
ation. 
t can 
vings, 
ssible 
costs, 
n the 
Dosite 
indi- 
- that 


icient 





pects 
ndow 
+ the 


stra- 
rtant 
with 


recently 

of the 
se head- 
rchand s¢ 
iny years 
Divisiin, 
an Frzan- 


ISING 


Give Sales and 
Service a Lift! 


'YEATS pouty 














"*DELIVERS THE GOODS" 


»2S$QG009 AHL SUAAITAG. 


The YEATS Dolly delivers the goods! 
Speeds sales by pleasing customers. Sim- 
plifies service and handling of all hard- 
to-move merchandise. The unexcelled 
all-purpose dolly. Handles all refrigera- 
tors and 90% of all ranges and other 
weighty, cumbersome products. 
Smooth-rolling. Hardwood frame. Up- 
holstered. Patented ratchet strap tight- 
ener. The reliance of 27 largest public 
utilities, hundreds of transfer men, appli- 
ance dealers and others. Many have 
bought from 10 to 40—and are still 
ordering. 

Factory-to-you price 

(formerly $29.50). 


Two for $31.00 | 0 
complete with step-protector. 


Write for specifications 
and pictures—today 


YEATS APPLIANCE 
DOLLY MFG. CO. 


349 E. Ellis Street 
Long Beach, California 



















EVERHOT 
Electric 
ROASTERS 
With quality and price 
appeal...and special 


‘\ features that attract 
volume sales. 


SERVHOT 
WATER HEATERS 


—opening an immense 
new field of profits for a 
dealers. 


Write for Color Catalog 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO = +_—Ss ESTABLISHED 1884 




















CABLE ano PLUG 


HEADQUARTERS 









Electromaster designed and introduced the 
flexible cable and plug, for Electric Range 
installations. 


All types and sizes 


1. Rubber covered 3. Heavy-duty rub- 


conductors— ber casing. 
copper lugs. 

2. Plated strain re- 4. Sturdy bakelite 
lief clamp. cap. 


* * 





Write for New Low Prices 


ELECTROMASTER, INC. 


Makers of Electromaster Ranges 


805 E. ATWATER ST. * DETROIT 





| 


ELECTRICAL MERCHANDISING—JULY, 


| and after pictures, 
| server would in all probability pick 





He Remodeled Backwards 


CONTINUED FROM PAGE I! 








possibility fall below this minimum 
does Mr. Meekison have cause for 
worry. When it goes above this 


figure (and it always does) commis- 
sions are paid on the excess business 
to each man in proportion to the 
amount of business above quota he has 
transacted that month. This method 
of compensation has worked out very 
satisfactorily. It gives the men a 
sense of security and at the same 
time an incentive for extra work. It 
promotes a spirit of friendliness, each 
man being concerned to further the 
work of fellows, rather than to 
win business away from them, as each 
man’s success helps the total 
from which all profit. 

Furthermore, the store assumes that 


his 


swell 


every time a salesman has made a 
sale he has made a friend. One of 
the few rules which the sales force 


must live up to requires that each 
man keep in touch with these friends 
by calling on them from time to time. 
As every knows from ex- 
perience, there are certain ones among 
his customers 


salesman 
who are in themselves 
born salesmen. They are the women 
who run successful fairs and 
prizes tickets to 
club card parties. When they become 
owners of a new appliance, they can- 
not help but expand on the idea to 
their friends. Almost without know- 
ing it, they do the preliminary work 
which leads to the later purchase of 
quite a number of similar appliances 
by those who have come under their 
influence. Happy the salesman who 
has such a customer on his list—and 
who knows enough to keep in close 
touch with her. By insisting on 
periodic calls, Mr. Meekison makes 
certain that these leads are not over- 


church 


win disposing of 


looked. Moreover, he makes it worth 
the customer’s while to furnish his 
men with the ndmes of their friends 


who have shown an interest. Printed 
cards are furnished with return form 
and attached numbered stub on which 
prospects names may be sent in. The 
salesman fills in his the 
card is left, so that all the customer 
need do is to write in her own and 
that of the prospect and the appliance 
in which an interest is indicated. In 
return for this the customer 
receives an electric clock or other 
appliance of $5 value when the sale 
(of an appliance having a retail price 
How well 
this system works is shown by the 
fact that during January of this year 
(not a particularly busy month in 
most circles) the store sold 14 electric 
refrigerators from customer leads. 
The accompanying photographs are 
worth study. Looking at the before 
the superficial ob- 


name when 


service 


in excess of $50) is made. 


out the wrong picture to 
the store after it was remodeled. 
when you look at them a 
you realize that there is a 
why the 
which is 


represent 
But 
second time, 
good reason 
decorative shop is the 
making money, while 
the beautiful stage setting represents 
the failure. For Mr. Meekison’s store 
now is human and friendly. 


less 
one 
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A MULTIPLE USE WASHER THAT 
REVOLUTIONIZES WASHING METHODS 


- You wash, rinse, blue and damp 

dry in same machine. 

2. From utility table to modern 
washer in 3 minutes. 

3. Washing can be done in kitchen, 
close to phone, door bells. 
children. 

4. The finest washing action (float- 
ing agitation) ever designed. 

5. Priced right — with greater 

profits for you. 


Write for Full Information About 
Sales Plans for Complete Line 


— 


MODEL WS 


DAVENPORT, 


MODEL LM 


VOSS BROS. IOWA 


MFG. 





TOPHET Resistance Wire is 
to the Electric Heating Appliance 


what Nat Trylon-Perisphere iS to 
dala Wor d's F air 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
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Checking Farm 


Saturation... 


| bp order to learn how nearly elec- 
trified were the farms of the Pacific 
Coast, a recent survey was made of 
150 farms in Skagit County, Wash., 
results being reported before the rural 
electric division of the American So- 
ciety of Agricultural Engineers at its 
it Pacific Grove, Calif. 


meeting F 


Farms chosen included fifty dairy 
farms, fifty poultry farms and fifty 
farms of a general type. Not only 
were the occurrence of domestic and 
farm appliances noted, but a study 


was made of the relationship of wir- 
ing, fixtures and equipment costs to 
annual kw.-hr. consumption, the varia- 


tion of appliance used on different 


types of farms and also new develop- 
ments in the use of electricity. The 
general farms studied were located 


along a new line extension and had 
had utility service for little more than 
ye year, so that they represent a 
somewhat subnormal condition in the 
use of electricity for that area. The 
dairy and poultry farms belonged to 
the shipper rather than the retail 
classification in each case 

Of the total of 3,500 farms in the 
county, 85 per cent had electric serv- 
ice. Considerable variation existed in 
the use of domestic appliances in the 
150 farms studied. Eighty four per 
cent of them had water under pres- 
sure, 59 per cent using electric water 
systems. Saturation on electric irons 
was 97 per cent, on radios 93 per 
cent, on washing machines 87 per 
cent, on toasters 55 per cent. Ninety 
five other appliances were found in 
less than 50 per cent of the homes. 
Of the dairy farms, 92 per cent used 
electric milking machines and 56 per 
cent used dairy water heaters. Elec- 
tric brooding was used by 96 per 
cent of the poultry farms and 36 per 
cent of them operated electric egg 
cleaners 

Air conditioning, soil sterilization, 
plant growing without soil and va- 
rious unusual uses of electric motors 
were among the new developments 
noted 


Ihe study of the relationship of in- 
vestment to usage indicates an aver- 
age capital investment for all the 
farms in wiring and appliances of 
about $680, with an average annual 
electric bill of $56.50. The dairy farm 
of 25 cows had about the same in- 
vestment in wiring and fixtures as 
did a poultry farm of 1,200 chickens. 
General farm wiring costs were about 
50 per cent lower for the reason that 
the owners used more second hand 
wire, employed farm labor in making 
installations, had fewer buildings and 
themselves represented a less prosper- 
ous land type. The 150 farms paid 
an average of 2.03 cents per kw.-hr. 
for 2,782 kw.-hr. per year, 29 per 
cent of this total consumption being 
for water heating at the off-peak rate 
of 7.5 mills. 


... And Trade-Ins 


NTERESTED by the national fig- 

ures of 20 per cent replacement 
sales for electric refrigerators, as 
printed in January Electrical Mer- 
chandising the Bureau of Radio and 
Electrical Appliances of San Diego, 
Calif., selected a group of representa- 
tive electrical dealers from their dis- 
trict to determine what the percent- 
age of replacement sales was in that 
vicinity. These firms collectively sold 
more than 5,000 refrigerators during 
1938 (out of a 7,675 total for the 
county) and most of them kept close 
records of the conditions of their sales. 
Trade-ins varied among them from 20 
per cent, very close to the national 
average, to nothing at all, the aver- 
age falling between 9 and 10 per cent. 
Of the refrigerators traded in, it was 
found that 80 per cent were resold, 
while 20 per cent found their way to 
the junk heap. The San Diegans 
credit their record of fewer trade-ins 
to the fact of their equable climate 
with little or no hot weather which 
means a lesser running time and 
longer life for refrigerators, and also 
to the fact that many families move 
to San Diego on account of the cli- 
mate from elsewhere, leaving their 
furniture behind and buying new 
without old equipment to trade-in. 
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"So, you took her old hot water heater as a down payment on a new one?” 
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